





A New Selling Tool 


OW it can be told—the story of 

“Why It Pays to Buy from the 
Electrical Wholesaler.” | Wholesalers 
have long felt the need for a_ book, 
telling this important story, which they 
could place in the hands of their cus- 
tomers. The special March issue of 
ELECTRICAL WHOLESALING meets this 
need. 

To what extent will electrical whole- 
salers benefit from this new book? The 
answer depends upon how effectively 
each salesman merchandises the story to 
his own customers. Our March issue is 
not just another magazine. It is a new 
selling tool, prepared by our editors at 
the request of the industry. It will be 
of no value unless it is put to work. 

Telling this story to the trade is an 
industry job. It is also a two-part job. 
Developing the story was our part. Actu- 
ally putting it across is your part, because 
only you, as a wholesaler’s salesman, can 
successfully carry the story to the indi- 
vidual user of electrical products. 


IRST of all, we suggest that every man 
in the electrical wholesaling business, 
regardless of his job, read every word 
of this story, not once, but several times. 
It will give him a new pride in his job, 
his house, and his industry. It provides a 
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new conception of Ars place in the pic- 
ture and sets as Ais goal a high standard 
of performance. 


We urge that every wholesaler’s sales- 
man carry this book with him, that he 
sit down with each customer, go over it 
page by page, and emphasize those parts 
of the story that apply most directly to 
that particular customer. Then, /eave a 
copy with the customer, suggesting that 
he take it home where he can read it 
thoroughly and leisurely. Also, point out 
how the advertisements support the story, 
because they emphasize that leading elec- 
trical products are sold through the 
electrical wholesaler. And, finally, em- 
phasize that this book deserves a careful 
reading, because it tells how you, as a 
wholesaler, can actually save dollars for 
him. 


[F salesmen from competing wholesal- 

ers have already approached the same 
customer with the same story, so much the 
better. The story deserves re-telling. In 
fact, the smart salesman will follow 
through on his first presentation and keep 
the story alive on his later calls. 

This is not a one-time sales tool. It 
must not only be put to work, it must be 
kept at work, if the indusry is to benefit 
to the fullest extent. 
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This neat hook-up for radio connections provides 
for Aerial, Ground and Power connections from a 
one-gang outlet. Or in 2-gang type (first above) 
with extra opening for appliances. As easily 
installed as any convenience outlet; fits any 
standard-depth wall box. Gets rid of straggling 
surface wires; serves equally well for old buildings 


or new work; completes the electrical conveniences. 


SOLD THROUGH yOuR 
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Aerial, Ground and Power connections are plainly 
indicated on receptacle. The aerial and ground plug 
has blades set at angle to prevent insertion in the 
power slots. Receptacles and plates come in brown 
Bakelite and cream-tinted white IVORYLITE. 
(These units are designed for separate aerials. For 
2-to-20 outlets from one aerial, use the Multicoupler 


Antenna System —- instruction -sheets on request). 


WIG DIVISION. “ELECTRICAL WHOLESALER | 
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THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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Are YOUR Contractors 
Trading-Up THEIR Wiring Jobs 


A few years back radio distributors showed their 


OW will they be wired—those 

450,000 new homes that will 
be built this year? Will the elec- 
trical industry get its share of the 
home-building dollar, or will it lose 
several millions of dollars of poten- 
tial business? This is a serious sit- 
uation, and the answer rests, to a 
very large extent, with the sales- 
man of the electrical wholesaler. 

Here and there an electrical con- 
tractor is building up his wiring 
job. He is selling adequate wiring. 
But the average contractor, doing 
new residential work, is not selling 
wiring. He must be taught, and 
taught quickly—and the wholesal- 
er’s salesman is the one man who 
can best teach him. 

A few case examples should con- 
vince the contractor that it can be 
done, but the wholesaler’s salesman 
cannot stop with these. He must 
actually go out with the contractor 
and do battle with the builder, the 
architect, the home owner, and even 
the home owner’s wife. 

Here are some actual cases where 
electrical contractors have success- 
fully traded-up their wiring jobs. If 
it can be done in Peoria and At- 
lanta and Lansing, it can be done 
in every city and town and hamlet 
from Maine to California. 


It Can Be Done 


There is a contractor in Peoria, 
for example, who always makes it 
a practice to obtain the owner’s 
name from the builder. Then he 
contacts the home owner and gives 
him a sales talk on the advantages 
of adequate wiring and quality fix- 


dealers how to trade-up prospects from midget 


sets to consoles. Wholesalers’ salesmen now face 


a similar job with their electrical contractors, 


and millions of dollars are at stake this year 


Portable lamps require convenience outlets at six foot intervals 


tures. As a result, he usually builds 
a $125 wiring job up to around 
$200. He does this by selling from 
eight to ten additional convenience 
outlets, more circuits, multi-break- 
ers or fuse panels, and several three- 
way switches. In four cases out of 
five he also persuades the owner to 
spend more money in order to ob- 
tain better lighting fixtures. 
Another midwestern contractor 
was given the job of wiring 17 
homes which a builder was erecting 
at a cost of around $8,000 each. He 
convinced this builder that he 
should install multi-breakers at an 
additional cost of $7.00 per unit. He 
also sold an electric water heater 
installation in each house. Fur- 
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thermore, this additional wiring and 
equipment has since been included 
in every home constructed by this 
speculative builder. 

Down in Atlanta a concern was 
building ten employee homes. The 
contractor pointed out the advan- 
tages of additional circuits and more 
expensive but more convenient con- 
trol panels. He not only sold these 
extras, he also made a far larger 
profit than he anticipated on this 
job. 

In Lansing, Michigan, a con- 
tractor did a similar selling job with 
an owner for whom a builder was 
erecting a seven room house. By 
demonstrating the advantages of 
greater flexibility and the ability to 
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add numerous appliances and lamps 
without overloading, he installed no 
less than 14 circuits in this $10,000 
home. 


Show the Contractor How 


Having convinced the contractor 
by such examples as these that it 
can be done, the next step for the 
wholesaler’s salesman is to go out 
with the contractor and help him 
actually build up a few jobs until he 
develops sufficient confidence to 
carry on successfully for himself. 

This, too, can be done. One 
wholesaler operating on a modest 
scale in a comparatively small city 
came through the depression §suc- 
cessfully by devoting four days each 
week to making sales calls with his 
contractors. Only recently he 
called, with a contractor, on two 
farmers. In each instance they 
were able to increase the farmhouse 
wiring to a point where 100 instead 
of 60 ampere services were re- 
quired. They also persuaded each 
farmer to wire his barn for power 
as well as for lighting. 

The average contractor needs 
coaching on the best ways to ap- 
proach the architect and builder as 
well as the home owner. He must 
know how to use the available sales 
tools if he is to sell adequate wiring 
successfully. The “Handbook of 
Interior Wiring Design” is a new 


(Left) Every mirror deserves a light on either 





side 


(Below) The dressing table needs outlets for 
these lamps, plus a hair dryer and sun lamp 


Spon- 


and important sales tool. 
sored by every major division of 
the electrical industry, this book will 
be quickly recognized, by builders 
and owners alike, as an authorita- 
tive presentation of wiring ade- 


quacy. The wholesaler’s salesman 
can help his contractors to use this 
book effectively. 

Here is a practical approach for 
the contractor to use in building up 
his wiring jobs. The wholesaler’s 
salesman can prove its worth by 
going out with a contractor and 
trying it out for himself. Pick out 
a typical owner whose new home 
is about ready for wiring. Care- 
fully go over his plans with him. 
Point out how more wiring and 
additional equipment is needed in 
various locations. 


Start With the Basement 


The basement is a logical start- 
ing point. Cite the need for out- 
lets at the heating plant, in the 
recreation room, the fruit cellar and 
the laundry. Explain why wiring 
for a water heater is desirable. 

On the first floor, outline the ad- 
vantages of three- or four-way 
switches, the convenience of com- 
bination switches and outlets, the 
value of pilot lights, the absolute 
necessity of numerous convenience 
outlets in each room, the need for a 
light over the kitchen sink and the 





logic of wiring for an electric range 
which may be bought at some future 
time. Outdoor receptacles and illu- 
minated house numbers are impor- 
tant, too. 

In homes valued at $3,500 or 
more, recommend a clock hanger 
and an exhaust fan in the kitchen. 
Every mirror throughout the house 
should have a lighting fixture on 
either side, otherwise how can a 
man get a clean shave under the 
chin, or a woman obtain a uniform 
make up? Every living and bed 
room needs convenience outlets at 
six foot intervals, in order that 
portable lamps and appliances may 
be connected anywhere, regardless 
of the location of furniture. In 
the more expensive home, a mas- 
ter switch and wiring system can 
often be sold. Operating from the 
master bed room, it provides for 
immediate emergency lighting of 
the entire house. 

The attic has possibilities, too. A 
long extension cord with a lamp 
guard is a real convenience, while 
attic ventilation has proved to be 
worth many times its cost in cool- 
ing off sleeping rooms on hot nights. 


Use Layman’s Language 


Each additional outlet, circuit, or 
piece of equipment must be sold 
to the owner as something which 
will provide more convenience and 


thus make the new home more liv- 
(Continued on page 26) 





Multi-breakers and fused load 
centers are easily sold, once 
their convenience is explained 
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This 
Book 


Tu E WHOLE-. 
SALER’S SALESMAN can 
play a vital part in promot- 
ing the use of this new sales 
tool by contractors, and all 
others concerned with the 
adequate wiring of both new 
and existing buildings. 


Can Sell 


More Wiring 


HE “Handbook of Interior Wiring Design”, produced after 

months of effort by some of the best minds in the several 
branches of the electrical industry, is at last’ an accomplished 
fact. Prepared by a Joint Industry Committee, with E. A. 
Hawkins, Graybar Electric Co., representing the wholesalers, 
this handbook is a monument to the cooperative spirit within 
the industry. It meets a long-felt want in dealing with the 
problem of inadequacy in capacity and the handicap it places 


on electrical progress. 

The “Handbook”’ contains speci- 
fications, details and plans of com- 
plete wiring design, developed to 
meet increased electrical demands 
of the present and future. Every 
person identified in any way with 
electrical interests will be at once 
impressed with the tremendous po- 
tentialities in electrical development 
which it suggests. 

Every type of interior wiring de- 
sign has been informatively treated 
in the subject matter. Tables of 
data, diagrams, check lists, sample 
specifications and contract forms, 
essential surveys, practical design 
data, terminology and miscellaneous 
facts are clearly presented. 

Residence Wiring is covered in 
Section 1, in subdivisions of Gen- 
eral Analysis, Standards of Ade- 
quacy, Chart of Outlet Require- 
ments, Specification Form and 
Sample Specification. This section 
includes a thorough survey of resi- 
dence wiring, and adds electrical 
requirements of each room, a check 
list for quick reference and a speci- 


fication form which is basic in 
character. Increasing demands on 
residential wiring and the trend 
toward greater convenience are em- 
phasized. 

Section 2, “The Wiring of Gen- 
eral Occupancies and the Advan- 
tages of Adequate Wiring” contains 
a study of the technical advantages 
of adequate wiring. Section 3 
is devoted to lighting fundamen- 
tals, and will be of special interest 
to the wholesaler’s salesman who 
requires a working knowledge of 
every angle of consumer interest. 

“Wiring Standards for General 
Occupancies,” Section 4, includes 
design standards for multi-family 
dwellings, commercial, industrial 
and public buildings, and power 
wiring. ; 

Section 5 outlines procedure in 
design, and provides a_ practical 
addition to the individual standards 
of Section 4. Typical sample prob- 
lems in wiring layout form the 
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basis of specific designs. Contracts 
and specifications, in Section 6, 
conclude the manual, and add both 
general information on the prepara- 
tion of contracts and specifications 
and a survey of phases which 
should be examined and checked in 
every installation. 

Nation-wide acceptance of this 
standard of interior wiring design 
will go far toward getting rid of 
the bottle-neck of inadequate wir- 
ing which today limits the industry. 

The “Handbook of Interior Wir- 
ing Design” is the only book of its 
kind which bears the approval of 
the entire electrical industry. In 
joint sponsorship with Edison In- 
stitute are the Artistic Lighting 
Equipment Association, Illuminat- 
ing Engineering Society, Interna- 
tional Association of Electrical 
Inspectors, National Electrical Con- 
tractors Association, National Elec- 
trical Manufacturers Association, 
National Electrical Wholesalers As- 
sociation and the Radio Manufac- 
turers Association. 

Copies of the handbook may be 
secured from the Industry Com- 
mittee on Interior Wiring Design, 
Room 2650, 420 Lexington Ave., 
New York City, or from any of the 
sponsoring organizations. Prices 
range from $1.00 for single copies 
to 20 cents each on orders for 500 
copies. 
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Taste appliances are suffering from a 
lack of the right kind of selling. What 
the wholesaler and his salesmen need is a 
planned sales program, built around the 
right appliance at the right price, and sup- 
ported by a “sold only through the whole- 
saler”’ policy 











Retail sales people need to know more about the appliances they 
sell, and the wholesaler’s salesman can teach them 


Small Appliances Need 


More Effective Selling 


WHOLESALERS and their salesmen who would build a 
profitable appliance business should not overlook five funda- 
These are: good will, the right appliances at 


mental factors. 


By H. L. SAMUELS 


Vice-president, Samson-United  Corp., 
Rochester, N. Y. 


the right price, a satisfactory wholesaler policy on the part of 
the manufacturer, more efficient selling efforts by manufacturer, 


wholesaler and retailer and, finally, more effective handling 


of the service problem. 


Good will is placed first \because, 
without confidence, no business can 
become permanent. To the whole- 
saler; this means he must develop 
the confidence both of his suppliers 
and his customers. There is small 
room for disagreement on this point. 

The second factor, the right ap- 
pliances at the right price, is not 
so simple. Manufacturers all “take 
dictation” from the corisumer. No 
matter what the éngineers would 
like to design and manufacture ; no 
matter what the wholesaler or 
dealer may prefer, it is the con- 
sumer who ultimately dictates 
whether or not any particular ap- 
pliance will move off the shelves. 

The importance of the right 
price should ‘not be overestimated. 
How for instance, can a dealer be 
expected to sell many $5.95 waffle 
irons, when, in a large department 
store perhaps six blocks away, a 
fully guaranteed iron that makes 
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have been making the serious mis- 








just as good waffles is offered for 
only $3.95. If the wholesaler and 
his dealers are to build up. an ap- 
pliance business, they must be com- 
petitive. 

They also should have new ap- 
pliances to sell, appliances that are 
not merely new in design but me- 
chanically new as well. Experience 
has definitely shown that the con- 
sumer will buy high-priced appli- 
ances, but he will not buy them 
unless the dealer offers something 
that is new mechanically; a gadget 
that operates automatically, or that 
makes work or life easier. The au- 
tomatic toaster or the fan with rub- 
ber blades are good examples of 
appliances that are mechanically 
new. Both were comparatively 
high-priced -items when first intro- 
duced, yet both have established 
enviable sales tecords. 

Most appliance manufacturers 





take of taking the same old waffle 
iron or toaster, which has _ been 
in production for 15 years, and 
changing only the handle from black 
to red or the body from round to 
square. If Ford had followed the 
same procedure, changing the body 
and leaving the motor alone, his 
sales volume wouldn’t be much to 
brag about, either. 


A 100% Wholesaler Policy 


The third essential—the estab- 
lishment of a satisfactory wholesaler 
policy by the manufacturer—is self- 
evident. If a manufacturer is too 
promiscuous in his selling, sooner 
or later prices are cut, because of 
too much competition, and _ the 
wholesaler finds it impossible to 
make a profit on the line. Even 
more serious, however, is the policy 
of some manufacturers who at- 
tempt to sell the same appliance both 
to the wholesaler and the large de- 
partment store at the same price. 
This demoralizes the wholesaler’s 
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It cuts him off from a 
large market through direct sell- 
ing, and also undermines the busi- 
ness of his dealers. There is no 
doubt that, without a profitable dif- 
ferential in price between the large 
department store and the whole- 
saler, the latter cannot hope to build 
a larger volume on small appliances. 

The manufacturer may have the 
right policy, the right design, and 
the right price, but neither he nor 
his wholesalers can go very far 
without the right kind of selling 
effort. The wholesaler, if he would 
develop an effective selling organiza- 
tion, should have an active directing 
head, whose duties are primarily 
selling. _Good salesmen can make 
a wholesaler, while poor ones can 
break him. A salesman must be 
able to earn a good living. He 
must not only have a good line to 
sell, he also needs training and di- 
rection. Fa 

To. develop effective selling, we 
recommend that the wholesaler lay 
out a long range sales program, 
covering from three to six months. 
Some distributors will say, “This 
is impossible! Our small margin of 
profit will not. permit us to set up 
this kind of an organization—to 
follow through on such extensive 
programs.” 


business. 


Salesmen Need A Program 


But, as a matter of fact, most 
wholesalers are already doing just 
this on one or more of their lines. 
It may be washing machines, radios 
or vacuum cleaners. The manu- 
facturers plan the entire campaign 
—they supply the wholesaler’s sales- 
men with sample kits, sales. manu- 
als, and all of the working tools 
needed for an effective selling job. 
Most of their programs are suc- 
cessful. They sell more goods be- 
cause they stimulate both salesmen 
and dealers. Is there any valid rea- 
son why the manufacturer of the 
smaller traffic appliances should not 
provide his distributors with the 
same sales help? 

The trade needs more of this type 
of activity. Most  wholesaler’s 


salesmen cover their territory every 


two weeks or less. Why isn’t it 
possible to place in their hands, on 
each of these trips, some new sales 
stimuli? For instance, on one trip 
they will use one definite promotion 


idea, on the next trip a second, and. 


so on. On each trip they will be 
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provided with some new item or 
idea. Such a long range program, 
with definite plans’ for each cam- 
paign, is bound to bring greater 
sales results than the present 
method, or lack of method, of many 
wholesalers, whose salesmen are 
virtually allowed to drift by them- 
selves. 


Dealers Sell In Three Waite 


Next, and equally important, is 
the job of sales planning by the 
wholesaler for his dealers. Large 


department and chain stores employ 


high-priced executives who devote 
all their time to sales planning. The 
independent retailer. has no such 
‘organization. Consequently, the 
more the wholesaler ‘helps the av- 
erage dealer (and they need lots of 
help), the more he helps himself. 

Just how does a dealer dispose 
of the table appliances which he 
buys from his wholesaler? Chiefly 
through; good store displays, good 


window! displays, or better trained - 
sales people. Go into the average ' 


dealer’s' store. Look at his anti- 
quated, jumbled displays. Many of 
the appliances. are carefully tucked 
away jn “museum” 
where no one can get near them. 
. Many times, he has toggo.behind the 
dder to res- 
cue a waffle iron or a- toaster. from 


some concealed nook high up‘on the’! 


wall, or, if they are out ofi an open 
display,' they are thrown together 
on a table which is strangely remi- 
niscent of a rummage sale. 

Then go outside and take a look 


showcasés, — 


at the way he displays the appli- . 


ances in his ,windows. After all, 
most of the smaller dealers do not 
advertise. Their show windows 
must serve as their advertising me- 
dium. Small wonder that the dealer 


Because the dealer’s 
show window is his 
mouthpiece, 
the wholesaler’s sales- 
man must constantly 
promote better win- 
dow displays 


can't lure people into his store, 
with a messy, scrambled display. 

The larger appliance manufac- 
turers must realize their responsi- 
bility to the dealer. They: should, 
through the wholesaler’s organiza- 
tions, supply him with the right 
kind of window and store displays. 
Some manufacturers have gone a 
step further, and tie a printed “fact 
tag’ to each appliance. On this tag 
are enumerated the outstanding fea- 
tures of that appliance, so that the 
clerk may readily present its fea- 
tures to the prospective customer. 
Manufacturers must take the stand 
that the wholesaler’s dealer needs 
help to sell appliances, and that 
they must provide that help. 


Poor Service Hinders Sales 


Finally, to bring the traffic appli- 
ance into its own, something must 
be done to improve the servicing 
problem on defective appliances. 
There is no doubt but what poor 
service on applianee_ repairs de- 
stroys more hard’ won good will 
for the dealer than any other cause: 
In an effort to solve this problem; 
our company has prepared a booklet 
entitled “How to Answer Common 
Complaints.” Since our wholesalers 
have placed it in the hands of their 
dealers, returns and complaints on 
defective appliances have been re- 
duced by almost 50 per cent. 
**Trons, toasters, and other table 
appliances have become necessities 
in ‘the average American home. 
Their potential sales are enormous. 
The profitable exploitation of this 
great market, however, rests with 
the products and policies of the 
appliance manufacturer and the ef- 
fectiveness of the selling efforts of 
the entire trade: manufacttrer; 
wholesaler, and dealer.; 
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Net Sales By Cities 


Of electrical wholesalers, including appliance distributors, for 


the year 1935, as reported by the Census 


of Distribution 
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75 
11 
26 
10 
12 


14 
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377 
1,093 
*25 776 
2,508 
11,329 
1,077 
2,731 


984 
4,222 
y iy 

662 


13,578 
4,738 
1,604 
1,544 

18 896 
1,121 
6, 204 
1,504 
1,360 
2,111 
2,783 
2,710 


1,546 
4,359 
986 
391 
1,107 


909 


8,658 
920 
1,139 
678 
1,348 


1,759 


*Excluding sales to other wholesalers 











29th Annual Convention 


The Homestead, Hot Springs, Va. 


NATIONAL ELECTRICAL WHOLESALERS ASSOCIATION 


May 24th to 27th 
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Three views of the spacious display rooms 
for appliances at Westinghouse Electric Sup- 
ply Co. in St. Louis. (Upper left) Redecorated 
display room, Henry Alter Co., Chicago 


(Above) New building of the Westinghouse Electric Supply Co., Newark. 
Stubbs Electric Co., Portland, Ore., relights its accounting dept. 
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(Right) 


HE “practice what you preach” doctrine 

is winning ever increasing support 
among electrical wholesalers. Talking 
modernization to customers day by day ap- 
parently has convinced them that their own 
houses should be brought up to date, if they 
are to get their full share of the current busi- 
ness revival. Accordingly, modernization 
of display rooms, offices and warehouses, 
and in many cases, the acquisition of new, 
modern buildings, is the order of the day. 
Here are a few recent examples of | 
wholesalers are modernizing. 











S ALBSMEN, who are: feuuiliar with the eit deatien- 


ments in modern lighting methods, now have a 


real opportunity to sell 


Adequate Office Lighting 


AYLIGHT is subject to such wide variations, daily and 

seasonal, that no office which depends upon it can expect 
to get adequate illumination at all times. ‘This fact, indeed, 
is so keenly appreciated today that almost all offices are sup- 
plied with some form of aftificial lighting. Unfortunately, 
however, the quality and intensity of this illumination has not 
yet received very much consideration in the majority of offices. 

Even in adequately lighted offices, f ei ! 

someone is usually delegated to tion of a light-sensitive or photo- 
turn the lights on ‘and off. Such electric cell, popularly known as 


practice is inaccurate because de- an “electric eye’. P laced on the 
creases in natural illumination are so wall of an office, this instrument 
eradual that the lights are’ seldom will act as a safeguard to the eyes 
turned on until long after they are of the workers by keeping the 
needed. Frequently, too, they are illumination at an adequate level. 
left burning long after artificial Since it not only removes the handi- 
light is no longer necessary. cap of darkness in the first half of 
There now is an. answet ‘ta this its operating cycle but. also saves 
fundamental problem—an , auto- the cost of unnecessary lighting in 
matic device which turns on the — the second, its use will usually re- 
electric lights as daylight illumi- sult in a saving in the total amount 
nation drops below a predeter- of electric power used. 

mined -value and turns them... off We can always tell pretty defi- 
again when it rises above - that nitely whether or not the tempera- 
value. Automatic control of this ture is adequate but our eyes are 
character depends upon the opera- completely incapable of judging the 





By Harris Reinhardt 


Commercial Engineering Dept., 
Westinghouse Lamp Co. 


adequacy of the illumination. That 
is why almost all offices are pro- 
vided. with adequate heat, while 
only a few have adequate light. Our 
bodies complain bitterly when there 
is not enough heat. We are un- 
comfortable, we shiver, and our 
teeth chatter. If our eyeballs would 
rattle in their sockets when the light 
was too dim, those of us whose 
eyes were not already shaken out, 
would be more careful to provide 
adequate illumination. 

The results of years of experi- 
ence and study as embodied in 
tables of recommended intensities 
should be consulted to determine 
the correct intensity for any visual 
task. For office work an intensity 
of from 20 to 30 foot-candles is 
recommended. Good illumination, 
however, does not consist simply 
of providing a certain recommended 





IN PRIVATE OFFICES, the IES lamp is ideal INDIRECT LUMINAIRES increase the efficiency of office workers 


for supplementary illumination 
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Office Buildings Are Modernizing— 
. And Modernizing Includes Re-lighting 


Modernization is going to town this year and in the forefront of 
the parade is new lighting. This is no idle prediction. Whole- 
saler’s salesmen will do well to consider the results of a 
recent survey announced by C. E. Greenwood of the Edison 
Electric Institute. The survey covered owners and manager 
of offices and apartment buildings. When reports were in, 
it showed that 47 per cent of the office buildings and 55 per 
cent of the apartment buildings covered by the survey were 
to be modernized this year with new fixtures and lighting 
improvements. 

Tenants are becoming so critical of lighting facilities that new 
lighting is now second in demand only to redecorating in 
office buildings. Earl Shultz, agent of the Marquette Build- 
ing in Chicago, has conducted an experiment which provides 
ample testimony to the extent of this interest on the part of 
tenants. He has installed in the building a model “Office of 
the Future,” scientifically designed and lighted. High inten- 
sity, indirect units were used on recommendation of the 
Better-Light, Better-Sight Bureau. More than 7,000 people 
have inspected this suite and some 70,000 square feet of 
space has been rented since the office was established. Figur- 
ing conservatively, the rental of more than half of this 
space is attributed directly to the model office. 

But the salesman who gets a fair share of this rapidly expand- 
ing market must know his lighting. Office managers and 
building superintendents are becoming educated to good 
lighting, too, and it takes a well rounded knowledge of the 


subject to get the order. 


What, then, is the latest practice in modern office lighting? 
This article provides the answer. 








intensity. Unless proper precau- 
tions are taken to diffuse and direct 
the light properly, harsh shadows 
and glaring contrasts may produce 
conditions more conducive to dis- 
comfort than the low intensities 
which are being replaced. 

The importance of diffusion may 
best be understood by considering 
the effect when it is entirely absent, 
as in a room with black walls and 
ceilings lighted by a single, un- 
shaded, incandescent lamp. Ob- 
jects in this room will be well-lighted 
on the side towards the lamp but 
the sides away from the lamp will 
show no details. They will cast 
deep harsh shadows. Enclosing the 
light in a large opal globe will dif- 
fuse it somewhat. Shadows of ob- 
jects will still be dark but their 


edges will become somewhat blurred 
or softened. Locating several lamps 
on opposite sides of the object will 
remove the heavier shadows but the 
multiplicity of lighter shadows will 
be annoying. If finally the ceilings 
and walls are painted in a light 
color, the shadows, even though 
there is still a single light source, 
will be much less marked than be- 
fore. With a number of lights they 
will become so softened as to be 
entirely unobjectionable. This rep- 
resents a condition of good diffu- 
sion. The advantages of diffusing 
globes and light walls and ceilings 
are therefore obvious. 

In obtaining diffused light, as in 
providing the proper intensity of 
illumination, there is always a 
tendency to go only halfway or less. 
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WITH AN ELECTRIC EYE, ade- 
quate illumination is maintained 
throughout the day 


No one would consider painting the 
walls and ceilings of an office black 
nor would they attempt to light 
such an office with a single un- 
shaded lamp. The advantages of 
diffusion are in this case too obvious; 
yet, offices in which good diffusion 
is only about half obtained, are 
fairly common. 

The advantages of more diffusion, 
under these conditions, are not evi- 
dent enough to demand that some- 
thing be done. Similarly no modern 
office is entirely without some artifi- 


‘cial lighting, but the need of sup- 


plying an adequate intensity is in 
many instances given very little 
consideration. In other words, the 
step from darkness to some artificial 
light is obviously a necessary one; 
but the step from there to adequate 
light is just as important. 

Direct lighting luminaires send 
at least half of their light directly 
to the surfaces to be illuminated, 
namely, desk tops, counters, and 
floors. They may either be open 
reflectors or opal glass diffusing 
globes. Open reflectors are almost 
certain to produce glare and harsh 
shadows in offices and for that rea- 
son fit only into the industrial pic- 
ture or working places of the ship- 
ping room variety. Enclosing glass- 
ware is widely used in office light- 
ing. It diffuses the light partially 
and is a great improvement over 
the open reflector both in appear- 
ance and lighting results. 

Indirect lighting systems send all 
of the light first to the ceiling which 
then acts as a secondary light source 
of large area and low brightness. 
Maximum diffusion of the light is 
thus obtained, with the added ad- 

(Continued on page 26) 
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His Hobby Is Building Men 


MEN 


YOU SHOULD KNO 


x J. I. Colwell 


Northwestern District Manager, Graybar Electric Co., Seattle, Wash. 


UTSTANDING among electrical wholesaler executives 
on the Pacific Coast, J. I. Colwell owes much to his 

deep interest in people and their work. This fondness for 
warm, human relations, both within and without his com- 
pany, has brought him a loyal, efficient organization as well 


as far-flung friendships. 


N even-paced, thoughtful, 

“planning-ahead”’ type of man— 
such is J. I. Colwell. Therefore, it 
comes natural in writing of him to 
cut out the pyrotechnics and start 
at once with the chronology. 

He was born in the town of 
Warwick, N. Y., in 1881. With 
no special obstacles to overcome in 
youth, he was pointed for a good 
education, graduating from Prince- 
ton in 1904. While there, a broad 
jump of 21 ft. 3 in. gained him his 
class numerals. This was a very 
creditable record 35 years ago. Col- 
well says that he was considerably 
irked at the time because two other 
men beat him, one by a half inch 
and the other by an inch. He did 
not feel so good over not being able 
to increase his jump by a single 
inch. 

From broad jumping, he went to 
counter jumping, filling orders for 
the Western Electric Co. Supply 
Dept. in the New York warehouse. 
Insulators occupied much of his at- 
tention for three or four months. 
In those days they were individually 
counted instead of being weighed. 
After that he assumed some clerical 
duties and then was advanced to his 
first real job, that of local credit 
work. In two years, he was sent 
to Seattle, Wash., to help the late 
Phil Aaron start that branch. It 
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took him just six months to get 
there, for the management had him 
stop off on a succession of sojourns 
in the Chicago, Minneapolis, Los 
Angeles and San Francisco offices. 
Arriving in Seattle in January, 
1907, he found that plans were 
ready for constructing the seven- 
story building to house the tele- 
phone and supply business. Called 
upon to order materials, keep ac- 
counts, and look after the handling 
of an order when it was received, 
the title of assistant treasurer, 
which he had accepted, began to 
take on significance. When the first 
big check came through from New 
York to begin to pay for things, he 
says that he just looked at it and 
began to realize for the first time 
the real functions of a business. 


N December, 1910, he was called 

to Chicago and placed in charge 
of the supply department there, re- 
porting to District Manager Frank 
Ketchum. There only 10 months, 
he was called to New York and 
made general credit manager of the 
company, holding that position until 
February 1913, when he went West 
again to be manager of the Seattle 
and Portland houses. He has been 
in Seattle ever since. In the en- 
suing 24 years, the changing of the 
old Western Electric Co. Supply 





Dept., to the Graybar Electric Co. 
took place, and he is now a direc- 
tor of the Graybar Management 
Corp. The Tacoma and Spokane 
branches were also established, re- 
porting to Seattle. In 1933, he was 
made Northwestern district man- 
ager. 

Mr. Colwell is a_ particularly 
friendly man to meet in the office 
or out of it, yet he is reserved. It 
is not easy to draw from him those 
scintillating remarks and _ pithy 
phrases that go to make up a snappy 
story. Pressed for an answer to 
the question: “What is the greatest 
kick you get out of business?”, his 
answer, carefully considered, was 
that it came from picking the right 
man for a job, giving him his head, 
and then helping him to develop. He 
has had ample opportunity for the 
gratification of this hobby, for there 
are a number of men who have been 
with him over a quarter of a cen- 
tury and two or three over 30 
years. 

It has been said of Mr. Colwell 
that he is an outstanding executive 
among electrical wholesalers of the 
Pacific Coast. One reason for this 
is that he has maintained contact 
with the men in the industry as few 
have. This and other business con- 
tacts—Seattle Chamber of Com- 
merce, Alaska Chamber of Com- 
merce, Rainier Club, athletic and 
golf clubs, and civic organizations 
and movements of all kinds—con- 
stitutes a large factor in his business 
success. And you will understand, 
when you get to know the man, that 
these contacts are not, as in the cur- 
rent slang, so many “angles,” but 
almost invariably result in close, 
personal friendships. 
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J ° I. Colwell @ @ Northwestern District Manager, Graybar Electric Co. 
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GENERAL CABLE’S FIXED POLICY OF “‘DISTRIBUTION 
VIA ESTABLISHED ELECTRICAL WHOLESALERS” HAS 
HELD THROUGH SPRINGTIME BUILDING BOOMS 
FOR OVER HALF A CENTURY. YOU HAVE BEEN OUR 
SALES CONTACTS WITH THIS GREAT MARKET. WE 
HAVE ENDEAVORED=— AND CONTINUE-—TO CO- 
OPERATE IN FULL MEASURE TO YOUR SALES SUCCESS. 


Sales Offices: ATLANTA - BOSTON - BUFFALO + CHICAGO - CLEVELAND - DALLAS ~- DETROIT + LOS ANGELES #pR< 
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‘IME IS 
BUILDING TIME 


And time for you to be prepared for a 
BOOM PERIOD demand for GUARDIAN 
BUILDING WIRE, ROMEX and other 
GENERAL CABLE WIRES AND CABLES 


\yV/* shall be working in your interest with all the resources 


of our chain of manufacturing plants — producing the 
wiring materials in demand for new and extension building. 
Our time-tested routines of handling your business will function 
with accustomed smoothness. Jobber 
cooperation is our long suit—and never 
more important to you than when a 


rush is on. 


A new Building Wire Catalog of ex- 
ceptional completeness and convenience 


is now available for the asking. Have 





you a copy—or have you prospects 
and customers to whom you’d like us 


to send copies? 





GENERAL CABLE CORPORATION 


S DRK ee PHILADELPHIA” - PITTSBURGH - ROME, (N. Y.) +» SAN FRANCISCO -: _— ST. LOUIS ° SEATTLE - WASHINGTON, (D. C.) 
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Chicago Wholesalers Frolic 


A few of the gentlemen who attended the Second Annual 

Winter Frolic recently held by the Chicago Electrical Whole- 

salers Association. On hand in the Palmer House that 
evening were some 400 electrical men. 





AMONG THOSE PRESENT. Mac 
Shemmer, Bridgeport Electric, Max 
Schultz, Triangle Electric, Lou Wit- 
tenberg, Effengee Electric, Henry 
Kaplan, Kaplan Electric and Sam 
Kaplan, Kaplan Electric. 


MOSTLY REVERE ELECTRIC. Har- 
old Fraunhaufer, Charles Schuelke, 
Dave Wells, Harry Hosfield, Moe- 
Bridges Co., Charles Stoike, Dick 
Young, William Zimmerman, Clyde 
Foster, Bryant Electric Co. and C. 
C. Wittig, Quadrangle Mfg. Co. 


A TOAST. V. A. Johnson, A. H. & 
H., Al Faden, Englewood Electric 
Supply, Sam Kaplan, Belasco Elec- 
tric, Charles E. Johnson, Curtis Light- 
ing and Otto Frankenbush, Hawkins 
Electric. 


PRESENT OR ACCOUNTED FOR. 
Charles Cohen, Capitol Electric, M. 
Rosenblum, Leviton, Paul W orth, Lev- 
iton, Al Faden, Englewood Electric, 
E. H. Ross, Leviton and Max Klass 
of Capitol Electric. 


PLEASE A MINUTE. And these 
gentlemen obliged the fellow with the 
photography equipment. They are 
George Cossmann, Graybar, E. E. Has- 
selquist, Fox Electric and W. C. 
Roth, Inland Glass. 


TWO AND TWO. Arthur Purnell 
and W. E. Meub (either end) are 
with Youngstown Sheet & Tube, 
while Bill Weiss and John Gleason 
are Graybarites. 


NO COMPLAINTS. M. J. Whitfield 
and George Butler, Steel & Tubes, 
H. R. Johnson, Fox Electric Supply 
Co., E. M. Nelson, I. A. Bennett Co. 


THREE OUT OF FOUR. The fourth 
committeeman, Percy Greene, wasn’t 
in sight at the time. The other mem- 
bers are Sol Mandel, A. J. McGivern 
and Riley DeLano. 


GRINS AND ALL. Dave Dobkin, 
Dobkin Electric and Mac Shemmer, 
Bridgeport Electric. 


GAY CONVERSATION. Marshall 
Ross, G. E. Merchandise Dept. and 
T. D. Scarff, G. E. Lamps. 


A POSE WORTH SAVING. P. M. 
Decker and H. P. Andersen, both with 
Westinghouse Electric Supply. 


AN INTERRUPTED CHAT. J. T. 
Valenta, Graybar, H. D. Roseth, Co- 
op Electric and Ben Liberman, Illum- 
inating Electric. 


PAIR OF FAN MEN. G. R. Haley 
and Roy Trovinger of Robbins & 
Myers. In the background are Dick 
Wildauer Jr.. A. H. & H., Mr. Bart- 
lett of Collyer Wire and A. J. Me- 


Givern 
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Supporting the Manufacturer 


N one of the larger mid-western cities, there are 12 

electrical wholesalers, a sufficient number to provide 
adequate distribution for the five first line manufac- 
turers of one of the more important electrical products. 
Yet, within the past few weeks, we have heard com- 
plaints from two of these manufacturers that they 
could not get adequate distribution in that city, unless 
they abandoned their policy of. selling only through 
wholesalers. 

It developed that each of them had but a single dis- 
tributor, while one of their competitors had four. The 
remaining six wholesalers presumably either handled 
lines of the other two first line manufacturers, or one 
of the half dozen second line manufacturers of this 
product. 

The complaining manufacturers have a good quality, 
advertised product. They also have a sales policy. 
They have a right to their share of the business in that 
city. To get this share they need more than one- 
twelfth of the wholesale outlets. 

This is but one example of a situation to be found 
in many cities and on many lines. The remedy appears 
to rest with the wholesalers themselves. Unless there 
is a sufficient diversification of lines among the legiti- 
mate wholesalers of any trading area, some deserving 
manufacturers are going to suffer from inadequate 
distribution in that territory. 

What would you do, Mr. Wholesaler, if you were a 
red-blooded, hard-hitting manufacturer’s sales manager, 
who found himself up against this situation? Would 
you admit you were licked, that you couldn’t get your 
share of the business in that city, or would you proceed 
to sign up some gyp jobbers, or perhaps pick out a 
few large contractors and sell them direct at wholesale 
prices? Think it over. 

If fewer wholesalers in the same city would insist 
upon handling the same lines and make room for more 
of the better manufacturers, they would do much 
towards solving the problem of imperfect distribution 
which is so serious in most of the larger cities. 





Selling More Wiring 


HE new “Handbook of Interior Wiring Design” 

has been published at a most opportune time, for 
we are already in the early stages of a tremendous 
housing boom. Rising rents and an acute shortage of 
residences in many districts are spurring the construc- 
tion of new homes. 

Further impetus to home building comes from the 
National Small Homes Movement, launched only two 
months ago. No less than 50 national trade associa- 
tions, including NEMA, are cooperating with FHA in 
promoting the building of small homes by persons 
with an annual income of $2,500 or less. Lumber 
dealers in more than 1,000 communities have already 
completed arrangements for the construction of some 
3,000 model homes, with an average of 15 buyers re- 
ported for those already in progress. 

Meanwhile NEMA is developing its National Ade- 
quate Wiring Program and has already selected a slogan 
—Adequate Wiring—The Big Step to Better Living. 
The new wiring handbook should play an important 
part in this program, for it is the only book of its kind 
bearing the approval of the entire electrical industry. 
Sponsored by eight national electrical associations, the 
handbook will be recognized as authoritative by archi- 
tects, builders and real estate operators everywhere. 

The Joint Industry Committee, which prepared this 
book, has given to the electrical industry a new sales 
tool—a live sales story on the value of adequate wiring. 
Now it is up to the industry to actually use this book 
to put across the story of wiring adequacy with every 
builder, every real estate operator and every prospective 
purchaser of a new home. 

Every branch of the building industry is fighting, 
and fighting hard, for a share of the building dollar. 
Each branch will succeed in proportion to the jobs 
done by its salesmen, because they are the contact men. 

The electrical industry is looking to the salesmen of 
its wholesalers. They are the men who, by personal 
contact, can get the electrical contractors to cooperate 
in selling the use of these new specifications to archi- 
tects and speculative builders. 

Heretofore, because of loose specifications, the con- 
tractor who has tried to give a good job has frequently 
lost out to another contractor who figured on a skimpy 
job. With architects and builders following the speci- 
fications of the handbook, all contractors will bid on the 
same basis. Once the wholesaler’s salesman gets this 
point across to his own contractors, he can expect their 
support in promoting the use of the handbook in his 
own territory. 

SALESMEN—Do Your Part. The electrical industry 
deserves more of the building dollar. 


(th 
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TRADE-IN 


| to Help You 
‘Build Sales Volume 


Early Spring is the most advantageous time for ELECTRICAL 
CONTRACTORS to sell X-Ray Show Window Lighting . . « 
and THIS Spring is better than ever! 


Why? Three good reasons . . . first: The sensational Curtis 
TRADE-IN Offer is still in effect . . . second: Every merchant 
has prospered during the past year and his purse strings are 
wide open to business-getting ideas . . . third: Spring dis- 
plays are the most important of all and every displayman wants 


to know how his displays may be made MORE DRAMATIC! 


Can you afford to pass up this "natural''? Certainly not! Call 
on the merchants in your vicinity and give them all the facts. 
Each sale of X-Ray Reflectors means a sale of your other elec- 
trical equipment. BUILD SALES VOLUME for yourself, for 
your merchant customers, through the X-Ray TRADE-IN Offer! 


5 Curtis Lighting, Inc. will allow $1.00 each from current catalog prices for every old show window 
: lighting reflector of any age, make, condition, size or style turned in on the purchase of an equal 
| OF greater number of new X-Ray Golden Armored Show Window Reflectors. (Types Nos. 400, 
| 410, 420, 500, 510, 530, 900, 1010 only.) 


Curtis Lighting 


CHICAGO TORONTO 
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*Results of an impartial survey . . . proof furnished on request. 


-NEW YORK 


Representatives in All Principal Cities 
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and a Spotlight 


Progressive merchants in every line 
throughout the country are taking ad- 
vantage of this liberal trade-in offer to 
install ‘Attraction Zone” Lighting for 
increased. sales. This modern scientific 
window lighting provides more light 
where it does the most work . . . where 
the window shopper's eye first rests . . 

where merchandise needs most to be 
lighted to best advantage. Competition 
will be tougher for those who try to get 
_along without the sales power of modern 


AVA MIN eT aeolt] te). 


and Curtis will send you full information 
about this money-making TRADE-IN Offer. 
Attractive sales helps are available and 
we've many IDEAS to offer you... they're 
free, but mail this coupon 


Now! 
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Curtis Lighting, Inc. 
1124 W. Jackson Blivd., Chicago 


Send me. detailed Trade-In information: 
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OPEN HOUSE. A view of part of the 
display at the H. N. Crowder Jr. Co., 
Allentown, Pa., as the firm held a joint 
celebration recently, commemorating its 
silver anniversary and the opening of 
new offices and warehouse. Some 30 
manufacturers provided exhibits. For 
three evenings and an afternoon it was 
"open house’ with movies, demonstra- 
tions and refreshments. 








& 


ON TO BOSTON. Harry Hudson 
has joined the sales department of the 
electrical division of Colt’s Patent Fire 
Arm Mfg. Co. He will be attached 
to the Boston office, joining Ben Smith 
and Frank Garner in covering this terri- 
tory. Harry started his career in the 
electrical industry in 1919 when he 
entered the employ of the Jos. E. Greene 
Co. where he served until 1921. He 
was next connected with the Lewis 
Electrical Supply Co. for two years and 
then spent the next four years with the 
George H. Wahn Co. of Boston. He 
comes to Colt’s direct from the Square 
D Co. with whom he has been assoct- 
ated for the past nine years. 
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Modern Methods of 
Office Lighting 


——— CONTINUED FROM PAGE I5 





vantage of eliminating glare en- 
tirely. Units of this type usually 
consist of inverted reflectors of 
mirrored glass, processed glass, or 
porcelain enamel. 

Glass reflectors which transmit 
some light downward, generally less 
than 10 per cent, are called lumi- 
nous bowl, indirect luminaries. 
Their purpose is to avoid the harsh 
silhouette effect which opaque lu- 
minaires make against the illumi- 
nated area of the ceiling. They 
provide excellent illumination for 
the large general office where a 
number of people are engaged in 
ledger work, filing or card indexing, 
in which eyes are subject to severe 
strain. 

General lighting, preferable with 
indirect or semi-indirect fixtures, is 
the only way to get satisfactory 
illumination in the large office. A 
uniform intensity of well-diffused 
light is obtained in all parts of the 
room, thus imposing no limitations 
upon the location of desks. The 
illumination of the general office 
requires that the luminaires be 
placed symmetrically with respect 
to bays. Almost invariably, this 
provides the best appearance in a 
large office. Furthermore, it usually 
calls for a minimum number of 
changes in the location of units 
when changes are made in the office 
space to provide smaller private 
offices. 

Lighting requirements for small 
offices are much the same as those 


for general offices, except that they 
are easier to fulfill, When only one 
or two people occupy an office, 
local lighting may be used to sup- 
plement the general illumination. 





Are Your Contractors 
Trading-Up Their Jobs? 


——— CONTINUED FROM PAGE 8 





able. In selling more circuits, out- 
door receptacles, larger services, 
etc., always talk in the language of 
the layman. Always endeavor to 
provide at least one extra circuit 
for future use. Point out that too 
many appliances or lamps on a 
single circuit reduce the efficiency 
of each device. Explain how a 
drop in voltage will reduce the 
amount of light obtained from a 
lamp bulb, how it will affect the op- 
eration of the owner’s appliances, 
which are designed for 110 volts. 
Tell the owner that, if a circuit is 
so loaded that only 105 volts are 
delivered to a lamp or appliance, 
he is still paying for 110 volts but 
his own inadequate wiring prevents 
him from = getting his money’s 
worth. This sort of reasoning is 
understood by the layman. He is 
not bewildered by technical details. 


Millions Are at Stake 


Of course all of these suggested 
circuits, outlets and conveniences 
can not be sold to every owner or 
builder, but even in the smallest 
homes—those in the $3,500 and un- 
der class, it is always possible to 
build up the wiring job to give 
some features that were not pro- 
vided for in the original plan. If 
every wholesaler’s salesman under- 
takes to educate his contractors in 
this important work of building up 
their wiring jobs, then this. neces- 
sary education will go forward na- 
tionally on an extensive scale. If, 
as a result, each contractor builds 
up each wiring job by only $10, 
then the electrical industry will have 
created some $4.5 millions of new 
business in 1937. 

How will they be wired—these 
450,000 new homes that will be 
built this year? The answer rests 
with the salesman of the electrical 
wholesaler. 


ELECTRICAL WHOLESALING — April 1937 





istributor’s Salesman 





Merchandise Counselor 


To The Trade 


GOOD specialty selling job can- 
Avnet be done unless prices are high 
enough to justify the expense neces- 
sary in hiring and training retail sales- 
men, compensating them adequately, 
advertising the product and servicing 
it after it is sold. Higher prices are 
inherent in specialty merchandise. It 
means that the product has quality and 
long life built into it and possesses 
special features that justify the addi- 
tional cost. 

Dealers doing a good specialty job 
selling this higher priced merchandise 
are, of necessity, required to maintain 
an adequate sales force. By adequate 
we mean one large enough to insure a 
larger share of the available business. 
The result of an adequate sales force 
and a larger business is with even 
moderately good management a_busi- 
ness that makes money. 

It is part of the modern distributor’s 
salesman’s function, therefore, to sec 
that the dealer handles the higher 
priced specialty merchandise in the 
first place and, in the second place, 
give him the help he needs to insure 
the merchandise being sold in con- 
stantly accelerating volume. The mod- 
ern distributor of specialty appliances 
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is not dealing in commodities or sup- 
plies. He is dealing in merchandise 
that takes specialty methods to sell. 
And if the dealer he sells the merchan- 
dise to doesn’t in turn sell it, then he 
is in a tough spot when it comes to a 
call-back and a re-sale. 


* *x* * 


The distributor’s salesman has be- 
come something much more creative 
than a collector of orders. He is a 
merchandising counselor. The day has 
passed when he can make the rounds 
of a bunch of small dealers and merely 
check up periodically to see that they 
are supplied with this device or that 
commodity. His boss, the distributor 
himself, of course, must recognize the 
importance of his work. Given that 
recognition, the way is clear for the 
listributor’s salesman to sell the dealer 
on specialty merchandise and specialty 
methods and to help him get started 
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efficiently in moving the goods. Be- 
cause, when the dealer is selling goods 
the salesman’s job is easy—the dealer 
just has to come back for more. 

Helping the dealer sell goods means 
taking an active part in the actual 
mechanics of his selling operation. It 
means some help in training his re- 
tail salesmen, advice on maintaining 
an adequate service department, and 
even seeing to it that his dealers know 
something of the rudiments of book- 
keeping. When you find dealers who 
are of the opinion that hiring, training 
and supervising retail salesmen is too 
expensive then you find dealers that 
are not selling any volume of goods 
and not getting prices for the merchan- 
dise that earn profits. 


And so this business of first showing 
the dealer his opportunity with spe- 
cialty merchandise and, second, making 
his selling problems your immediate 
concern rather than a question of 
purely academic interest, is the true 
function of the distributor’s salesman. 
With that idea firmly implanted in his 
mind he cannot help but increase his 
dealer’s business and the results will be 
reflected in his own volume and earn- 


ings. 





















REFRIGERATORS 


A review of the 


at recent conventions 


AW YOW that the excitement of Con- 
i vention time has died down in the 
refrigeration business dealers are all 
set for the year with new merchandise 
and new hopes for increased business 
which seem to be justified by the re- 
ports rolling in. 

Recent announcement of new models 
available include the Crosley Radio 
Corperation at Cincinnati who have 
supplied their distributors with 18 
standard and Deluxe models. All of 
them equipped with the now famous 
Shelvador. The features of the new 
models include the hermatically sealed 
mechanical unit called the electro 
saver which uses Freon as a refriger- 
ant; built in thermometer and an illu- 
minated radio type dial which gives 18 
cold control positions and freezing 
speeds; a large ice-cube capacity; tray 
releasers and adjustable shelves. The 
exteriors are finished Dulux with 
chrome hardware inlaid with blue 
enamel. 

Fairbanks-Morse at Indianapolis is 
another manufacturer announcing a 
new line. Their D series have a four, 
five, six and seven cubic ft. box, re- 
spectively and their DX series a four. 
five and six cubic ft. box. The D 
series is equipped with the Conserva- 


new models shown 
of the manufacturers 


dor; oversize freezing unit, selective 
temperature control, visible thermom 
eter and other improvements. The DX 
series are not equipped with the Con- 
servador. Both series have porcelain 
interiors and Dulux exteriors. 

Frigidaire at Dayton, Ohio, an- 
nounce four De Luxe, five Master and 
one Imperial “Superduty”  refriger- 
ators. The Deluxe models come in 
five, six, seven and eight cubic ft. 
capacities; the Master models in four, 
five, six, seven and eight cubic ft.; and 
the Imperial, a two-door job, has 13.5 
cu.ft. capacity. 

The models are all powered by the 
Frigidaire meter-miser and features 
include food safety indicator, nine way 
adjustable interior, instant cube re- 


lease, double range cold control, super 
duty freezer, two way frozen storage 
compartment and four zones of cold. 

The Copeland Corporation at De- 
troit have a new seven and a new nine 


ft. box they are announcing. Both 
models have porcelain interiors, four 
large shelves, tray lifter and four-in- 
one food vial. 

Three new models are also an- 
nounced by the Universal Cooler Corp. 
at Detroit. They are five, six and 
seven ft. plus jobs respectively and in- 
clude safety zone thermometer, tray 
lifter, automatic light, double deck 
freezing space and employ Freon 
twelve as a refrigerant. They have 
porcelain interiors and baked lacquer 
exteriors. 

Seven new models are announced by 
General Household Utilities Company 
under the Grunow name; seven new 
models are also announced by the 
Sparks Wittington Company under the 
Spartan label and one new model is 
announced by the Jewett Refrigerator 
Company at Buffalo. 





RADIO 


A rumor concerning the F.C.C. Also 
the spotlighting of the radio front 


AUSING some uneasiness among 

_A manufacturers of inter-office com- 
municating systems which transmit 
radio signals over the electric light 








HE'S A TOUGH ONE NOW 


George Rector, internationally-known chef, is not only a culinary artist, he is 


also a ‘Tuff Guy”. 


Presented his certificate by Reese Mills, Westinghouse Range 


& Water Heater Department Manager, and "Head Geezer" of the "Tuff Guys", 
Rector becomes an honorary member in this national honorary organization 


created for electric range salesmen. 


Formally known as the "Ancient and Abras- 


ive Order of Tuff Guys", this club is sponsored by Westinghouse to encourage 


the art of cookery within the ranks of its salesmen. 
pleased at the idea of being a Tuff Guy. 


Rector seems to be real 


lines within one building is the rumor 
that the Federal Communications 
Commission has squawked about radia- 
tion to the outside world by a certain 
mid-western installation. 

We don’t know where this chatter 
started and have so far found no 
foundation for it. A reporter assigned 
to the job cannot find the installation 
because meagre information picked up 
in the trade does not name either town 
or customer. And two wires to the 
FCC from this office remain un- 
answered. 

There will be no Commission order 
kicking this increasingly popular 
packaged sound equipment in the face, 
in our estimation. For much of it is 
wholly incapable of radiating due to the 
fact that it uses inter-connecting wires 
and is not radio in any sense of the 
word. And those units which are in 
effect miniature radio transmitters 
rarely cause trouble for several rea- 
sons, i.e.: (1) They transmit on an 
extremely low frequency which can- 
not ordinarily be picked up on a radio 
receiver. (2) They use very low 
power and rarely have enough “sock” 
to do much more than reach receiving 
units connected to the same light wir- 
ing, and (3) the conduit or “Bx” cov- 
ering on lines generally keeps emitted 
signals “caged up.” 

The Commission is far too busy to do 
more than query operators of intercom- 
municators by mail where neighbors 
kick to Washington. Such kicks can 
be avoided by substituting grounded 
“Bx” or conduit for open wir- 
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COVERING NEW YORK 


Many an appliance dealer of Manhat- 
tan and the Bronx has heard "Bill" Ter- 
rance orate with gestures on “why” 
Norge. Bill is on the firing line for 
Warren-Norge Co., New York City. 


ing serving as an antenna and, where 
necessary, installing a simple filter at 
the meter. 


Wind-Charger Walkout 
IND-DRIVEN battery charger 


manufacturers have no trouble 
with sit-downs. In fact, the reverse is 
true. President of one of the leading 
companies walked out some months 
back, joined forces with an old time 
maker of farm wind-mills to produce 
a competitive line. And now we hear 
that this same factory is about to lose 
a few more of its men who say they 
too intend to set up in competition. 
The testing equipment business is 
about to get a new manufacturer on 
the same basis. Sales manager of a 
well-known Chicago firm has just an- 
nounced his resignation and intends to 
produce a low-priced line of servicing 
instruments. 


Watch Recording 
OME-RECORDING #_ attracted 


considerable attention in the 
radio field a number of years ago but 
eventually flivvered. We've been ex- 
pecting it back momentarily but it still 
seems to be around the corner. Nearest 
approach is an influx of semi-commer- 
cial recording machines designed for 
use primarily by dealers. Quite a few 
retailers have bought the devices, re- 
port profit in rentals. 

Local orchestra leaders buy the serv- 
ice to check back on the performance 
of the boys in the band. Many bud- 
ding maestros find unsuspected flaws 
in their numbers this way. Buyers, too, 
are found in and around small broad- 
cast stations, like to have their voices 
immortalized on discs.. Music teachers 
fall for the idea like a ton of ’cellos. 
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Here’s the ProfiTABLE 


Ask about this display that con- 
centrates the Proctor Line in 
your store into one powerful 
wall or island display. It’s free 
with the ‘Balanced Order Deal.” 





ET’S GET on your side of the 
fence. We agree that you need major appliances to 
make money. Butit’s nobody’s secret thattoday,more = =~ 
than ever before, smaller appliances are necessary 
to build volume—to complement and lead to the sale of major appliances. 

The question is, whose line? Obviously there is only one reasonable answer: 
That line which offers more than meets the eye. We mean wide variety, the 
right price range and sound merchandising. 

Look, for example, at the Proctor Tasie-Line. Look at the wide variety of 
irons, toasters, wafflers, and the remarkable Roast-or-Grille! All turnover items 
—each with real sales advantages. Look at the price range! So much for the 
merchandise . .. what of the merchandising? If you want the “more than meets 
the eye”—look into Proctor’s progressive merchandising plan. Yes . . . see 
for yourself exactly what Proctor presents in profit possibilities ... how Proctor 
centers on your town... on your own floor! 


PROCTOR & SCHWARTZ ELECTRIC CO., 7th Street and Tabor Road, Philadelphia, Pa. 


























GE'S WILSON UPPED 


Charles Tuttle of Elliott-Lewis Electrical (left) sits in on a dinner with W. P. 
Saunders, C. M. Wilson, A. C. Sanger, W. R. G. Baker and E. H. Vogel of 
General Electric, celebrating Wilson's appointment as sales manager of the GE 


radio division 


AIR CONDITIONING 





"'Lincolh—The Air Conditioned City" 


INCOLN, Nebraska, has a_ popu- 
lation of 79,592 and is located only 

55 miles away from Omaha. In other 
words, the storekeepers of Lincoln have 
to be pretty alert to keep all their trade 
from bundling into gasoline buggies 
and whizzing over to the bigger town. 
They found one good answer. Miller 
& Payne, Lincoln’s biggest department 
store, plunked down $100,000 for an 
air conditioning system. Other stores 
began to jump into line and today Lin- 
coln can well lay claim to being Amer- 
ica’s number one air conditioned city. 
Minimum temperatures there run 44 
deg., maximum around 90; relative 
humidity is 79 at seven in the morn- 
ing and 60 at seven in the evening; 
wind velocity averages 11 mi. per 


YOUR DEALERS WINDOW 


hour; they have an annual rainfall of 
from 28 to 33 in. In 1930 natural 
gas was run into Lincoln and 1,000 
heating jobs were installed. Auto- 
matic humidifiers naturally followed 
and salesmen began to talk summer 
cooling in addition. Attic fans never 
got to first base because Lincoln is too 
near the dust bowl to make it prac- 
tical. 

What really got the town started 
was a sort of aroused civic consci- 
ousness led by the local utility com- 
pany which advertised ‘“Lincoln—the 
Air Conditioned City.” Careful cost 
and operating records of present in- 
stallations are doing the rest of the 
job as far as swinging non-air condi- 
tioned establishments into line. 





A Survey by National Window Display Research 


HE distributor salesman worth his 

salt will take a keen interest in the 
window displays in his dealer’s store. 
Many of them have no accurate way of 
figuring just how much good their 
windows are doing. Many more don’t 
know what percentage they are spend- 
ing on their windows in relation to 
their gross sales. However, most 
dealers realize their windows are 
valuable business-getters. 

In order to understand some current 
practice, a survey was made recently 
and sent to a selected list of 1,500 deal- 
ers who were asked to report on some 
20 questions. Of the 177 replies, cov- 
ering every type of dealer the follow- 
ing points stand out as being fairly 
average window display practice: 1. 


The average dealer is well satisfied 
with window display results; 2. he 
dues a business of $43,561; 3. he spends 
$482 anually for display or 1.11 per 
cent; 4. he depends on his manufac- 
turer, jobber and himself for display 
material; 5. his clerk installs the dis- 
plays; 6. he prefers signs, cards, litho- 
cutouts, posters, crepe paper; 7. 
changes his displays weekly or twice 
a month; 8. he believes he gets good 
cooperation from manufacturers; 9. he 
uses about half the material sent him; 
10. he makes little effort to check win- 
dow display results; 11. he believes in 
more action in display; 12. he has 
his store in the central shopping dis- 
trict or its fringe; 13. he has two win- 
dows; 14, he has show window lighting 


that might be improved; 15. he uses 
X-Ray reflectors; 16. he has a separate 
power circuit in the window; 17. he 
has a partial background display; 18. 
he has an average window “circula- 
tion” of 500 to 1,000 a day; 19. his 
peak traffic day is Saturday and 20. 
his poorest day is Monday. 

In other forms of advertising the 
material must circulate to the people; 
in window display, the people circulate 
to the advertiser. Traffic, therefore, 
is of vital importance. Few dealers 
know that traffic flows, in tides, reach- 
ing a peak at certain times of the day. 
It is made up of 1. pedestrian 2. 
vehicular and 3. mass transportation. 
Of these the most effective is pedes- 
trian and yet any approach to estimat- 
ing a window’s “circulation” must be 
based on that portion of the pedestrian 
traffic which comes within range of the 
window. 

Now, traffic moves at two to two 
and one-half miles per hour, or be- 
tween 2.9 to 3.6 ft. per second. If the 
average electrical dealer’s window 
measures seven feet it must be obvious 
that the average pedestrian is exposed 
to that window’s influence for a period 
of 1.95 to 2.4 seconds. The importance 
of display, therefore, is in first at- 
tracting the attention of the pedestrian 
during that maximum 2.4 seconds, and 
then holding him before the window 
for sufficient length of time for the 
selling message of the merchandise to 
register its impression. An interesting 
fact that might be pointed out to deal 
ers to emphasize the importance of 
their windows as _ business-getting 
mediums is that in the average city 
of any size the combined daily circu- 
lation of the window display spaces 
in all stores exceeds the total popula- 
tion of that community. 





BOARDING-HOUSE REACH 


The gentleman with the pleased expres- 
sion at the left is T. G. MacKenzie, Gen- 
eral Manager of Rogers Majestic. B. A. 
Trestrail, General Sales Manager for 
Rogers Majestic (center) discusses a 
weighty matter with Charlie Smith of 
Apex Elec'l Mfg. Co., of Cleveland. 
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BUSINESS WITH BLACKBOARD 


Max Landay (left) and Max Hegleman 
of the Capital City Distributing Coip.. 
Albany, set up the all-important sale; 
chart on the walls of the firm's new hom> 
at 33 Orange St. 


TRAFFIC APPLIANCES 


HE industry has always had a 

problem in keeping small appli- 
ances off the shelf. Too many custom- 
ers. buy toasters, waffle irons, percola- 
tors, irons, grills and similar table 
cookery gadgets and when something 
goes wrong are apt to put them aside 
instead of having their gizzards looked 
into. One of the bright ideas that has 
occurred to several manufacturers is to 
style these appliances which have a 
sort of companion utility in order that 
they may not only be decorative when 
in use but are more liable to be taken 
around to the local service man for 
minor operations when one of the en- 
semble goes haywire. There is an- 
other good reason too of course for 
the modern rage for styling and that’s 
the good old pride appeal. There is a 
considerable difference between an 
automatic toaster costing $16.00 com- 
plete with a serving tray and some 
hunk of glorified hardware picked up 
in the local drug store for 59 cents. 


Charge Accounts Help 


In St. Louis the Famous-Bar Com- 
pany recently threw open its charge 
accounts to small appliance purchases. 
A charge of 8 per cent was made for 
the privilege. So far it has jumped 
small appliance sales about 20 per cent. 

The plan which started in 1935 on a 
dollar down basis Appliances selling 
as low as $5.00 were offered at that 
time. This set-up, however, needed 
a little ironing out so I am told today 
the customer pays 10 per cent cash on 
items of $20 and over—minimum 
monthly payments of $4.00 and they 
may run anywhere up to 18 months. 
On a $25.00 sale the limit is five 
months. On $50.00 it jumps to ten 
months, on $100 12 months and so on 
up to $500 for which 18 months are 
allowed. Harrison T. Coe is the new 
head of this department. 
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of specialized 
fan manufacture 


HUNTER Century 


Half a century of specializing in fans only is behind 
the new HUNTER-Century line. 
appearance—quiet operation—wool-packed bear- 











Smart, modern 


ings—two speed switch in base 
—special blade provides larger 
air movement than any fan in 


same price range. 








Cat. No. 250 


Cat. No. 270 


The HUNTER-Century Airspread line 
offers Chromium Blades and Guard — 
patented double rubber mounting — 
a full "floating power fan. Light weight 
aluminum blades reduce bearing wear. 
Guaranteed for Five Years. 


List prices range from $3.50 to $71.00. 
All types and sizes available for imme- 
diate delivery. Order your stocks 
NOW before the summer rush. 


Complete information and literature will be gladly supplied. 
Write our nearest office 


HUNTER FAN and VENTILATING CO. inc. 


Factory: Fulton, New York 


General Sales Offices: Memphis, Sterick Building 
Eastern Sales Offices: New York, 92 Warren Street 
Atlanta Boston Chicago Cleveland 
Dallas Detroit Kansas City Memphis 
New Orleans New York City St. Louis 
Philadelphia Pittsburgh Washington 





















... all are essential, 
yet taken for granted— 
because honestly built 





Model 2242 
List $13.50 





YES-FARIES GUARDSMAN TO00- 


is honestly built, from designs origi- 
nated by us, and proved ,by a recog: 
nized laboratory. Results obtained 
show that the Guardsman exceeds by 
50% the accepted standards for supple- 
mentary desk lighting. Designs may 
be imitated, but the hidden values of 
honest workmanship and _ quality 
materials are usually lacking. You can 
assure your customers of long years of 
service and eye-comfort by selling 
them Faries Lamps . . . the acme of 
quality since 1880 . . . produced by a 


ompany _ specializing 

C pony . P : . 8 By Invitation Member 

in proper illumination. “ 
Faries Guardsman 


illumination, like prop- 
erly controlled daylight, 
avoids glare and re- 
duces shadow to the 
minimum, 





WARRANT 
of QUALITY 





Seeeseseeeeeeeaae CLIP HERE SSeeeeeeeeeana, 


Sign below and mail to us for full particulars. 


FARIES MANUFACTURING CO. 
and S. Robert Schwartz Div. 


DECATUR, ILLINOIS 
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WASHERS 





New Models 


AST month the Hurley Machine 
Co., Chicago, announced six new 
washing machines to the trade. Three 
of them were equipped with the “Gen- 
tle Hand” agitator, popularized by this 
manufacturer within recent months; 
and three of the models were equipped 
with level wringers. Edison General 
Electric Appliance Co. brought out 
four new machines and named them 
Puritan, Pilgrim, Pioneer and Patriot. 
Pioneer and Pilgrim are available in 
standard models without pump and 
Deluxe models with pump. The alumi- 
num “Thriftybator” type of agitator 
provided three washing zones. Pilgrim 
has 8-lb. capacity and level wringer; 
Pioneer has 6-lb. capacity with level 
wringer; Puritan has a 9-lb. capacity 
with level De Luxe wringer; and the 
Patriot has double tub spin type washer 
with 8-lb. capacity. The same com- 
pany brought out a new ironing ma- 
chine called the Pricilla Deluxe which 
differed from most ironers in that 
the 26-in. floating roll moves to the 
show rather than from the show to the 
roll as in conventional rotary ironers. 
It is a console type table model with 
concealed casters and a _ convenient 
shelf on the left side that folds down 
The General Electric Co. at Bridge- 
port also brought out six new wash 
ers—four wringers and two Spinner 





SUPER-SALESMAN 


As appliance sales manager for the 
Central Electric Supply Co., Battle 
Creek, Mich., Ben L. Bristol has done a 
sweet job. His department has averaged 
an ironer sale to every three washe- 
deals. This has been accomplished by 
having the home economist, Mrs. Enola 
Odom, put on a real demonstration at 
dealers’ shows, plus sound sales talks. 

Ranges are sold in much the same 
way. Mr. Bristol and cohorts perform at 
two cooking schools weekly. As a result 
they're doing a range job. 








Give your industrial salesmen some- 
thing new to talk about. Furnish each 
man with a MARK-TIME Switch 
so that he can walk in, toss it on 
the buyer’s desk and say... 

“Here's a new item you can use!” 
How quick the buyer begins play- 
ing with that sample—picturing in 
his mind’s eye its possible uses in his 
own plant... to control mechanical 
operations, turn on signal lights, ring 





warning bells, shut off current, turn 
on current, standardize manufacture, 
prevent waste, speed up production. 

MARK-TIME is compact, approx- 
imately 2%” in diameter by 1%” in 
depth. Easy to install. Models range 
from 60 sec. to 5 hr. timing maxi- 
mums. Can be used with any current 
because not electrically operated 
itself. Inexpensive. MARK-TIME is a 
money-maker in every plant. Every 
plant is a market for MARK-TIME. 
Get in on this business. 


Special FREE Offer 


We'll share the cost of equipping your 
industrial salesmen with this new business- 
getter. One #5001-6 Switch FREE with two 
you purchase at regular wholesale price 
of $3.18 each. Not to be used for re-sale. 
Free Offer expires June 1st. Order today. 


MARK-TIME 


M. H. RHODES, Inc., NEW YORK 


! M.H. RHODES, Inc., Rockefeller Center, N.Y. 


I I enclose check...... or bill me...... for 
| two No. 5001-6 Industrial Switches at $3.18 | 
| each. You are to send me one FREE with two | 

I purchase. Send catalog sheets, too. I employ 
ES eseact (how many?) industrial salesmen. 
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SEASON'S HERE 


With the return of the robins, appli- 
ance men are thinking, living and push- 
ing refrigeration. William G. Wach- 
smuth, store manager of Erb Electrical 
Supply Co., New York City isn't on the 
list of exceptions. Here he chooses one 
for a silent partner. 


drier models. All these models are 
equipped with the new type three blade 
activator with quarter horsepower 
motor. 

The Dexter Co. of Fairfield, Iowa, 
jumped into the field with seven new 
models: the Fastwin, Thriftwin, Cen- 
tury, Speedex, Ace and Trump. Fast- 
win and Thriftwin are double tub 
models with Dexter French type agi- 
tators in each tub; other models are 
single tub machines with Dexter wring- 
ers. All models are available with 
Briggs & Straton, gasoline engines. 


Bill Turpin's Experience 


Most dealers struggling with the 
problem of building up washing ma- 
chine volume are liable to lose sight 
of the fact that it is profit that counts. 
They might take the experience of 
William Turpin who started in busi- 
ness 25 years ago in Fresno, Cali- 
fornia. He went through the usual ex- 
periences when vacuum cleaners were 
a volume business, washing machines 
succeeded them, radio had its innings 
and now refrigerators are again re- 
peating the cycle. 

He had his experiences with the 
$5.00 a month payments and the con- 
tinual haggling over terms due to com- 
petitive selling conditions. Unlike 
many dealers, however, Turpin decided 
finally that there was no disgrace in 
losing a sale. He left the excessive 
trade-ins and cut prices to his com- 
petitors to worry about and concen- 
trated on the business which brought 
substantial down-payments, maintained 
prices and eventual profit on quality 
merchandise. 

Today Turpin is president of the 
local Appliance Dealers Association 
and as such has done much to cure the 
trade-in evil on refrigeration. 


Get your share of the summer trade with 
a quality Hotplate at a low price. 
Driver-Harris Nichrome element. Ther- 
molain porcelain brick. Alsimag insulat- 
ing tubes. Extra heavy Auto steel base. 
Guaranteed trouble free operation for 
one year. Write today for literature and 
details, and place your order before the 
summer rush begins. 





A QUALITY “VACATION SPECIAL” 


at a price that will bring 


REAL SUMMER PROFITS! 





KINSFORD 
LEADS 
AGAIN! 











PROFIT WITH THE 
ENTIRE KINSFORD 
QUALITY LINE 


LIST PRICES 


No. 8 Glazed Brick 
Chrome Base $1 

(iMustrated) Ultra Violet Sunshine 
No. 8s Glazed Lamps 
Brick Cadmium 


79¢ 
(Plated Base) 
No. 9 Standard 
Brick Cadmium 
CD .4 cv daces 59c 
With toaster at- 
tachment add !0c 
to list price 


Therapeutic Lamps 
Baby Bottle Warmer: 
Egg Cookers 
Electric Heaters 
Electric Hot Plates 


"Real" Appliance 


KINSFORD SPECIALTY COMPANY neg 


3913 POWELTON AVE., PHILADELPHIA, PA. 


Coffee Makers 




















ANNUAL SPRING 
CONVENTION 


NATIONAL 
ELECTRICAL 
WHOLESALERS 
ASSOCIATION 


MAY 24-27 
HOT SPRINGS, VA. 


ANNUAL SPRING 
CONVENTION ISSUE 


ELECTRICAL 
WHOLESALING 
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Increase Sales 


MAKE 3-WAY PROFIT 


WIth this Line 





10”-12”-16” 
5 Year 
Guarantee! 


Send for the new Delco catalog—see 


the remarkable profit and merchandising 
opportunities of this complete line: 


1. Delco Fans 
For the quality market 


2. Northeast Fans 


For the price market 
3. Aircirculators 


For added volume 


Look into the attractive literature we 


furnish to help you increase sales. 


























Youll be glad you signed 
up wil PREMIER 


PREMIER DIVISION . 
ELECTRIC VACUUM CLEANER CO. 
Cleveland, Ohio 


Please send complete information on 
Premier Vacuum Cleaners to me. 


SIGNED 
STREET 


CITY i 
a a oe ell 
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The Factor ..... 


An Overlooked Source of Working Capital 


HE various companies engaged in 

factoring expect to do over a billion 
dollar business in 1937, yet it is doubt- 
ful if the average electrical wholesaler 
has ever heard of a factor. Neverthe- 
less, factoring was an established busi- 
ness long before the electrical industry, 
as it is known today, was born. It really 
came into being in 1808 and has been 
steadily growing ever since. 


Factors Are Expanding 


Factoring is a simple process having 
to do with the financial function of one’s 
business to the extent of eliminating 
credit risks and converting receivables 
into cash. It is most widely known in 
the textile field which, due to its sea- 
sonal business and difficult credits, 
makes it especially suitable for factor- 
ing. Probably 90 per cent of the factor- 
ing business is still being done in the 
textile field and allied industries. How- 
ever, it is rapidly spreading into other 
industries such as: hats, shoes, paper, 
china, glassware, petroleum products, 
leather goods, furniture, and metal 
specialties, and there appears to be no 
reason why factoring can not be suc- 
cessfully used by the electrical industry, 
also. There are very likely many manu- 
facturers to whom a financial arrange- 
ment such as factoring would prove a 
godsend. Also there are probably some 
wholesalers who would be far happier 
under a factoring set up. 

Just what is a factor? A factor is a 
silent financial partner who performs 
four services: 1. He supplies working 
capital by purchasing accounts receiv- 
able; 2. He eliminates bad debt losses 
by assuming credit risks; 3. He aids in 
establishing new markets by offering 
merchandising assistance and advice, 
and 4, He offers extra services to his 
client in connection with finances and 
selling. In order to carry out these 
services the factor entirely relieves the 
management of probably one third of 
its worries, those concerning financing 
and credits, leaving it free to devote 
more attention to selling. 


Small Commissions 


As the factor does not enjoy any of 
the profit he must be otherwise com- 
pensated. This is accomplished by a 
small commission charge which aver- 
ages two per cent of sales or less de- 
pending upon the volume of sales, type 
of trade sold, terms of sale, the finan- 
cial condition and moral risk of the 
client. Factoring is a very personal 
business and, as in life insurance, each 
case must be investigated and judged 
entirely on its own merits. Hence, it is 
impossible to predetermine the commis- 
sion charge exactly. 


Another benefit is the ability to re- 
ceive from the factor a constant flow of 
cash against invoices assigned either as 
fast as sales are made, or at any desired 
period. For cash advanced before the 
due date there is an interest charge of 
six per cent per annum. 

It is very easy to determine whether 
or not factoring can benefit a particular 
concern by asking a few questions such 
as: 

Is too much capital tied up in ac- 
counts receivable ? 

Are cash discounts being neglected 
because of lack of cash? 

Will a factoring service be cheaper 
than the cost of the present system of 
accounting, credit management and col- 
lections, with its attendant credit losses ? 

What is freedom from financial 
worry worth? 

How much could business be in- 
creased by more capital and with more 
time available for selling? 

The factor’s position is different from 
any other financial institution in sev- 
eral respects: 

He has a greater understanding of 
merchandising and therefore appreciates 
the meaning of not antagonizing a cus- 
tomer. He offers a “kid glove” serv- 
ice from start to finish. 


Responsibility for Collections 


The factor does not lend money 
against accounts receivable, but buys 
the accounts, usually without recourse, 
on a notification basis, and assumes 
full responsibility for their collection. 

Factoring is a mutual arrangement 
whereby both parties can profit by this 
most intimate and cooperative pro- 
cedure. As a rule the factor is only 
interested in an account whose annual 
sales are $100,000 or more. However, 
in many cases special arrangements are 
made with smaller firms. 

To those who do not understand fac- 
toring it may seem to weaken a con- 
cern’s financial set up. Such is not the 
case; in fact it greatly strengthens one 
to factor. Anyone selling the client of 
a factor will quickly explain he would 
rather sell to a customer who operates 
on a cash basis than to one whose ac- 
counts receivable and inventory over- 
shadow his cash. 

Probably no electrical manufacturer 
or wholesaler is at present using the 
services of a factor. This is because 
the electrical industry is unfamiliar with 
factoring. Other industries are success- 
fully utilizing this source of working 
capital. Why not those electrical whole- 
salers and manufacturers whose opera- 
tions may be hampered by lack of 
liquid funds? Has the factor been over- 
looked as a source of working capital ? 
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THESE TWO gentlemen ae very 
much lamp conscious. G. N. Thomas, 
right, is associated with the Wabash 
Appliance Corp., Brooklyn, lamp man- 
ufacturers. His companion is mone 
other than M. Weisenthal of Anco 
Corp., Pittsburgh, manufacturers’ 
agents. 





WINS PROMOTION. The  incan- 
descent lamp dept. of the General Elec- 
tric Co., has announced the promotion 
of Harold A. Olson, who has served as 
assistant manager of its Buckeye divi- 
sion in Cleveland, to position of man- 
ager of the company's North Pacific 
division at Portland, Ore. He will fill a 
vacancy occasioned by the sudden death 
of J. F. Reinke, former manager of the 
western division. Mr. Olson entered 
the employ of General Electric at Nela 
Park in 1916 and later was granted 
leave to attend Syracuse University 
where in 1923 he received his degree 
in electrical engineering. He was ap- 
pointed assistant manager of Buckeye 
division, Cleveland, in 1932. 
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THE KING IS CROWNED. Exactly 
499 enthusiastic electrical men were at 
hand to see David Aitken Sr. crowned 
king of the Cleveland "Old Timers.” 
The party held at the Statler Hotel, 
February 5, was a joint dinner gather- 
ing of the Electrical League and The 
Old Timers Club. 

Mr. Aitken, head of the electrical 
department of the George Worthington 
Co., is receiving the crown for 1937 
from the ex-king H. L. Martien (right). 
Long May The King Reign. 





BACK TO DETROIT. For a number 
of years G. A. Hall covered the Detroit 
area for the old Central Electric Co. 
He left the motor city and has recently 
been with the Wesco house at Water- 


loo, lowa. Now he is back in Detroit 
contacting contractors and industrials 


on behalf of the Frank C. Teal Co. 
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TRENDS [In COMMODITIES 





A monthly review of sales opportunities 


and market trends in various commodities. 





Commercial Lighting 


Indirect lighting is offered as one 
method for solving the lighting prob- 
lem of printing establishments. Shad- 
dowless lighting over composing stones 
is desirable as it is difficult to see small 
particles of copper that remain in the 
print and between the slugs. If the 
lighting is not of high intensity and 
well diffused it makes the workers job 


pretty tough and results are below par. 

Heretofore it has been impractical to 
offer indirect units because of the dirty 
condition of the ceiling and walls of 
many plants. One manufacturer has an 
answer to this problem with a shed- 
shaped unit having its own reflecting 
ceiling. The suspended trough holds 
and conceals the lamps. 





Lamp Guards 


The lamp guard is an item to talk 
on every call—one that gives a good 
margin of profit. It’s true that the in- 
dustrial contractor and the maintenance 
departments of industrial plants are 
the best bets, for these fellows buy in 
quantities. For example, one whole- 
saler’s salesman recently sold 2500 re- 
flector guards to a coin machine man- 
ufacturer. 

Electrical, department and hardware 
stores do not buy in such quantities 
but the sale of a dozen here and there 
soon mounts up. And don’t forget that 


the average electrical contractor has a 
use for lamp guards and extension 
cords. 

New items to meet the demand of in- 
dustry are developed constantly. One 
manufacturer recently introduced a rub- 
ber, hook handle, portable guard and a 
new rubber handled guard with a bake- 
lite cage. 

On the next factory or warehouse 
call, look at the number of unprotected 
lamps. Then you can estimate the po- 
tential business yourself. The possibili- 
ties may surprise you. 





Lamps 


Lamps should be a particularly im- 
portant line for the wholesaler and his 
salesmen right now because of the 
rapidly expanding market for better 
lighting and the lamps and equipment 
which make better lighting possible. 
In nearly every section of the country, 
and in every major lighting market, 
higher standards of illumination have 
been brought about by the national 
Better Light-Better Sight movement. 
Not only in the homes of the nation— 
where already better than 2,000,000 
IES Better Sight lamps are in use, 
each with a 100-watt or larger bulb— 
but in offices, stores, factories, on rail- 
way trains, in theatres and public build- 
ings, and on streets and highways, new 
and improved lighting installations are 
being sold. The Better Light-Better 
Sight movement has, in effect, started 
an avalanche of public opinion—has 


made people in all walks of life more 
“light conscious” than ever before. And 
it all opens up a larger market for the 
wholesalers’ salesmen who are alert for 
the opportunity to cash in on new trends. 

A year or so ago several none-too- 
progressive managers of office. build- 
ings in one or two cities criticized the 
lighting industry for creating a demand 
for more light on the part of their 
tenants. The managers claimed that 
tenants had threatened to move if their 
lighting was not brought up to modern 
standards. What better testimonial 
could there be to the effect of Better 
Light for Better Sight! Now we have 
the experience of a forward-looking 
building manager who has modernized 
his building with improved lighting and 
reports that it has been largely respon- 
sible for renting an additional 35,000 
square feet of office space. 
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Time-Switches 


The present tendency of store owners 
toward loosening purse strings for im- 
proved lighting, new fixtures, acces- 
sories, etc., is as yet on a “piece-meal” 
basis. Often one single, small repair 
job develops into continued, profitable 
business for the electrical contractor. 

To get the ball rolling, many con- 
tractors are using time-switches as the 
medium for the first sale. Time- 
switches are good “leaders” because 
prospects for them are plentiful. A 
great amount of obsolete switches 
which are not dependable, or which 
need hand-winding, are now in use. 


Wiring Devices 


Then too, time-switches and what they 
do, how they act as an unseen hand in 
turning lights on and off regularly, 
etc., are good selling points. 

Since a time-switch sale means a 
wiring job, the contractor has a fine 
opportunity to do a little investigating 
as to overloaded circuits, need for wall 
receptacles, etc. Thus one job is the 
pass key to another. 

The wholesalers’ salesmen will find 
contractors lending a willing ear when 
time-switches are suggested for use as 
“leaders” to get new customers and 
new business for the contractor. 





Residence building for 1937 is forg- 
ing ahead at a fast pace. How much 
of that residence dollar is going to be 
shared electrically? Proper wiring of 
the home and the proper installation 
of wiring devices so that they may de- 
liver the required “juice” conveniently 
and efficiently, not only builds up good 
wil!, but prepares the way for the sale 
of better lighting and a greater use of 
appliances. Otherwise the sale of 
of these things per home is limited and 
the consumer is not given a fair chance 
to make electricity his servant. 

The residence building market is here. 
Sales efforts should be put forth on 
promoting adequate wiring and ade- 
quate wiring devices. If this basic job 
is done, your sales per home will con- 
tinue for years to come. 

Wiring devices offer good profit pos- 
sibilities in themselves today, providing 
a greater acceptance is built up for the 
better and more reliable grades, for it 


is from these service outlets and con- 
trols that an additional market can be 
created for many things. 

The cost of quality devices over cheap 
devices is only a matter of a very few 
dollars per home. The contractor is 
price conscious, due to competition, 
primarily. Help him snap out of this 
by assisting him in selling (not just 
figuring) his next job. It will give 
him confidence to sell other jobs. By 
so doing you will not only be helping 
him and the consumer, but you will help 
yourself as well. 

Competition among wholesalers is still 
very keen and the aggressive salesman 
who goes out and sells wiring devices 
today can hold his full share of the 
market. This requires “selling,” as in 
any other field, and the electrical whole- 
saler’s salesman who is geared up to do 
a real selling job will find wiring de- 
vices an exceedingly profitable line to 


handle in 1937. 





Floodlighting 


The present market is divided into 
two major fields—service station mod- 
ernization and sports lighting. Now, 
before the summer season arrives, is the 
time to promote floodlighting. 

The service station business is fea- 
tured by the continuous and increased 
sales of open type floodlights and the 
modernization of present installations 
in order to permit easier cleaning and 
maintenance. This trend is quite ap- 
parent and it isn’t confined to only the 
larger oil companies. In the medium 
and even singly owned station the in- 
terest in modernization floodlighting has 
noticeably increased. 

Many stations are using mercury 
vapor while others are simply increas- 


ing the amount of light. Also some sta- 
tions are adding column lights on their 
pump islands to give still more light 
on the service areas. 

Another line which is receiving a 
great deal of recognition right now is 
sign lighting. Many of the oil com- 
panies are beginning to check up on 
their signs and replace sign reflectors 
which have been installed for many 
years. 

In the sports lighting field, of course, 
plans are now being made for this sum- 
mer by those who are ultimately re- 
sponsible for specifying and purchas- 
ing installations for baseball, softball 
and tennis. Football will come a little 
later. 
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EXPERIMENTAL LAMP. Develop- 
ment of a new and unique 100-wait 
mercury lamp, a relatively small tubu- 
lar “bulb within a bulb” that is ex- 
pected to materially accelerate lighting 
progress has been announced by the 
Mazda lamp manufacturers at Nela 
Park laboratories. .Although the new 
lamp is still in the experimental stage, 
laboratory experts are enthusiastic 
concerning its possibilities. In its 
present stage, the lamp produces 30 
lumens per watt or about as much 
light as the standard filament 200-watt 
lamp now emits. Early tests indicate 
that this experimental mercury lighting 
tool not only has a relatively long 
life but maintains a remarkably high 
light-out put. 


ON A VISIT to the Greist showroom 
during the New York Lamp Show, 
George Mackay of R. H. McMann, 
New York distributor, declares in favor 
of the New York Edison campaign 
which sold more than 35,000 Greist 
IES lamps at this writing. McMann 
participates in the campaign as a Greist 
distributor. 


39 























NEW ARK’S NEWEST HOUSE. 
Looking over ‘the price book 
at the Alpha Electric Co., recently 
opened at 71 Central Ave., are Chas. 
Bryan, vice-pres., P. E. Frye, treas., 
Harry Sherman, pres., and Ira Leonard, 
sec. All but Frye are former Westing- 
house Supply men, and the name of 
the new company is taken from the 
name of the old Westinghouse organiza- 
tion in New York City. 


NEW ENGLAND TRADE SHOW. 
A total of 108 booths, displaying the 
products of about 450 manufacturers of 
electrical devices and materials, were 
visited by the 10,000 electrical men who 
attended the Fourth Annual Electrical 
Trade Show held at the Hotel Brad- 
ford, Boston, March 3 to 5. The show 
was open to members of the trade only, 
the general public being neither allowed 
nor invited. Executives of many of the 
exhibiting manufacturers were present, 
and visitors came from as far as Fort 
Kent, Me., and Stamford, Conn. The 
show was officially opened on the eve- 
ning of March 3, with H. J. Mac- 
Donald, U. S. Rubber Products, Inc., 
Boston, presiding. 

Among the speakers were George H. 
Wahn, president, Geo. H. Wahn Coy 
Boston, representing the wholesalers 
and Richard P. Taylor, president of 
the Manufacturers Club of Naw Eng- 
land. 


“The Wholesaler’s Major Duties. . . 


By A. I. APPLETON 


President, Appleton Electric Co. 
Chicago 


ie America the wholesaler is still in 
business acting as distributor for a 
majority of the country’s manufac- 
turers, and there is no reason to be- 
lieve he will ever be eliminated so long 
as he faithfully executes his duties 
as a wholesaler. 

What are these duties? They are the 
rendering of three main services; ware- 
housing, the handling of credit and the 
maintenance of a good sales force. 

Warehousing service is important 
to the manufacturer since it allows him 
ot concentrate his efforts on manufac- 
turing rather than warehousing. To be 
sure the manufacturer is obliged to 
carry stocks of his products but, if the 
wholesaler performs his duty of ware- 
housing, the manufacturer will not be 
required to make overnight deliveries 
in small quantities except on specialties 
which the wholesaler could not be ex- 
pected to stock. 

If a wholesaler is able to do a good 
warehousing job he not only helps the 
manufacturer but he also helps him- 
self, he is able to give prompt deliveries 
to his customers which will make it 
very hard for new wholesalers to spring 
up like mushrooms around him, for 
they will be unable to give this service. 

The second function performed by 
the wholesaler has to do with credit. 
It would be difficult for a manufac- 
turer to know the credit ratings of 
the thousands upon thousands of people 
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who ultimately consume his products. 
Even disregarding the element of risk, 
it would take an army of bookkeepers 
to bill each of these consumers indi- 
vidually. 

But the wholesaler must worry and 
undoubtedly does worry about his credit 
extensions, and rightly so, for accord- 
ing to the Census Bureau there were, 
in the state of California in 1935, 80 
electrical wholesalers selling a general 
line of electrical products including 
appliances. The combined net sales of 
these 80 distributors amounted to 
about $36,000,000. Of this amount ap- 
proximately $32,000,000 were credit 
sales and when this is looked at as a 
percentage we find that the credit 
sales were about 88 per cent of the 
total net sales. 

Since the proportion of credit sales 
is so high it is very necessary to have 
a sound credit policy and the smart 
wholesaler is satisfying himself with 
less business in order that he may be 
more sure of collections. 

The third essential service performed 
by the wholesaler is maintenance of 
a competent sales force. 

In the early days of the industry 
the majority of the sales work was left 
to the manufacturer. The wholesalers 
of course, made friends with contrac- 
tors and other buyers through their 
salesmen, but they considered that it 
was the manufacturer’s responsibility to 
make known to the buyers what he had 
to sell. They soon found out, however, 
that if they were to be leaders in the 
wholesaling game they would have to 
hire competent salesmen who could 
actually aid their customers in select- 
ing the proper merchandise for a given 
job. By having these men the cus- 
tomers of a wholesale house could be 
sure that they would be informed on 
the latest and best means of executing 
the jobs calling for electrical supplies. 

Those houses which have a good 
sales force are assured of very close 
cooperation from the manufacturer’s 
salesmen. Human nature dictates this, 
since it is a case of mutual benefit. 

It is not only the exceptional whole- 
salers who in the past few years have 
stressed a good sales force but the 
large majority of electrical distributors 
have seen the advantages to be gained 
by such a policy. 

It is my belief that because of these 
services rendered the wholesaler is the 
only adequate factor in distribution 
and he is bound to grow more power- 
ful and useful providing he awakens 
to his opportunity. 


* From an address before the Pacific Divi- 
sion, NEWA, Del Monte, Calif., Feb- 
ruary 5, 1937. 
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THE BEST WIRE FOR NEW AND OLD HOUSES 


























HAZARD FIREKROME SAFECOTE 
BUILDING WIRES 


1 Performite “super-aging” rubber 
insulation is tougher, stronger, and 
has greater life. 


2 Hazard Standard 30% insulation is 
an excellent wire used in many out- 


standing buildings. 


3 Hazacode (National Electrical Code 
Standard) is thoroughly reliable. 


HAZARD WIRES ...: CABLES 

















HAZARD FIG. 8 LAMP CORD 


A low cost all-rubber cord with single 
rubber jacket. A knife nick at the end, 
and the conductors may be easily sepa- 
rated, leaving full insulation on each. 

















HAZARD SERVICE CABLES 


1 Hazard Drop Cable, Type SD—pole 
to house. 


2 Service Entrance Cable, Style ABN 
with steel tape armor, or Style UBN 
without steel. 


3 Underground Entrance Cable with 
interlocking galvanized steel armor, 
or Armortite non-metallic armored 
cable. 














HAZARD PERMEX LAMP CORD 


This rubber sheathed lamp cord has two 
separately insulated conductors with a 
tough rubber jacket surrounding them. 
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HAZARD ARMORED CABLE 


Type AC. A new cable with the 
handy pull-string. The conductors are 
wrapped in chemically treated, flame- 
retardant, moisture-proof paper. The 
bushing slips between paper sheath 
and steel armor. 
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HAZARD CNX (Covered Neutral) 


Designed for use in houses, buildings of 
frame construction and all types of farm 
buildings, including barns, garages, sta- 
bles, ete. 
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New Vocafilm Dramatizes 
Kitchen Modernizing 


“It Can Happen Here” brings to the 
screen the story of kitchen moderniza- 
tion without the use of standard motion 
picture equipment. It is a Vocafilm 
production, consisting of nearly a hun- 
dred pictures which are shown to the 
accompaniment of sound, both music 
and voice, produced from a record. 

It dramatizes the reasons and ad- 
vantages of the planned, all-electric 
kitchen in such a way that it can be 
readily shown before sales and con- 
sumer groups, or to an individual in 
his office or home. As an addition to 
the sales and promotional equipment of 
the dealer who sells kitchen equipment 
it should prove invaluable. 

The combination slide film and sound 
record can be obtained from the Na- 
tional Kitchen Modernizine Bureau, 
420 Lexington Ave., New York City, 
at $15 per set. 


How To:Restore Flooded 
Equipment 


The General Electric Co. announces 
that copies of several publications 
describing how to restore to service 
electric equipment damaged by floods, 
are available free of charge upon re- 
quest to its various district offices, or 
tc its general offices at Schenectady, 
a ¥. 


Electric Range Market Soars 


Nearly a half-million electric ranges 
will be manufactured and sold during 
the coming year. This is the conclu- 
sion reached by Pierre L. Miles, Nash- 
Kelvinator’s range and water heater 
sales manager. The estimate is from 
a survey just completed by his com- 
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pany which indicates an increase of 
53 per cent over 1936 sales. 

From 50,000 units sold in 1933, elec- 
tric range sales have increased steadily ; 
150,000 were marketed in 1934, 200,000 
in 1935, and 325,000 in 1936. 

“With 1,600,000 electric ranges al- 
ready in use in American homes,” Mr. 
Miles declares, “1937 will bring modern 
and up-to-the-minute cooking methods 
to more than 2,000,000 homes by the 
end of the year. Important engineer- 
ing and designing advances in the 
range itself, coupled with lower retail 
prices and a general reduction of elec- 
tric rates throughout the country have 
contributed materially to the electric 
range market’s expansion.” 


Chicago to Promote 
Electric Ranges 


The long rumored entry of the Com- 
monwealth Edison Co. into the electric 
range field has become a reality. Dealer 
cooperation is the outstanding feature 
of the program, with the utility itself 
maintaining list prices and making it 
possible for dealers to offer the same 
allowances and advantages offered by 
the power company. 

Utility home economists are available 
to dealers, also added sales and advertis- 
ing helps. Dealers are expected to main- 
tain a sizeable range display and handle 
a line of ranges that is recognized by an 
accredited testing laboratory. The utility 
itself will handle Westinghouse and 
Hotpoint, to be sold on terms as low as 
$5.00 down, the balance to be paid over 
a three year period at six per cent in- 
terest per year. 

Dealers will receive a $35 wiring al- 
lowance on each range of 54 kw. capac- 
ity having at least one 1800 watt surface 
burner. Installations must be approved 
both by the utility and the city inspector. 

Since October, Chicago has had a 
domestic rate of two cents per kwh. pro- 
viding the customer uses at least 100 
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kwh. per month, so it looks as though 
electric cookery will become a reality 
in the “windy city.” 


Westinghouse Stockholders Told 
Of Wholesaler Economies 


In the latest report sent to its stock- 
holders, the Westinghouse Electric & 
Mfg. Co., gives the reason why many 
of its products are distributed through 
its wholesaling subsidiary, the Westing- 
house Electric Supply Co. 

The report states: “The very nature 
of many products manufactured by our 
company requires distribution through 
wholesale channels to get them to the 
market cheaply and promptly. This is 
particularly true of electrical devices 
and Mazda lamps for the home, and of 
store and factory lighting and equip- 
ment. 

“The electrical wholesaler with his 
business localized by logical trading 
areas, carrying a complete line of the 
products of a considerable number of 
manufacturers and thus grouping the 
services of selling, warehousing, de- 
livery and billing, as well as the han- 
dling of customer service, can and does 
operate with greater promptness and 
less expense than could any single man- 
ufacturer undertaking to handle the 
same products direct to dealer and 
consumer. 

“The Westinghouse Electric Supply 
Co. was organized in 1920 for the pur- 
pose of assuring aggressive and con- 
tinuous distribution of those Westing- 
house products which are best handled 
through wholesalers. 

“Today this company carries com- 
plete stocks in 71 cities and serves 
about 75 per cent of the United States. 
The sales for 1936 were $49,800,000, 
of which $32,700,000 were Westing- 
house products. This volume was done 
through 60,000 active accounts—less 
than $1,000 per account—and by means 
of about 2,000,000 separate transactions, 
the average sale totaling $25.” 
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U.S. LETTERS PATENT NUMBERS: 
1,635,829 1,772,436 


Build your business upon the Solid mnt Sia PBs ac 
OTHER PATENTS PENDING 


LOOK FOR THIS TRADE MARK ~ 
foundation of Safecote Confidence. INSIST UPON GENUINE SAFECOTE 


| 
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SAFECOTE PERFORMANCE SPECIFICATIONS 
AVAILABLE UPON REQUEST 


GEORGE C. RICHARDS, LICENSOR’S AGENT - 155 EAST 44TH STREET, NEW YORK CITY 




















ASSOCIATION ACTIVITIES 








CHECKING UP. With business ararin’ 
these days, Fred E. Ross, purchasing 
agent, W. F. Irish Co., New York City, 
finds it necessary to check figures even 
while away from his desk. Ross has 
been with the Irish company since tts 
origin back in 17. 


CONTEST WINNERS. Here are the 
salesmen of the General Electric Supply 
Corp., who won the silver cup awarded 
by the Electrical League of the Niagara 
Frontier for the highest accomplishment 
in the Better Light-Better Sight contest 
for the year 1936. Left to right: Eliot 
G. Lund, J]. Gordon Blood, Albert E. 
Sullivan, Robert D. Glennie, district 
manager; Elmer J. Harvey, John Gross 
and George F. Kehoe. 
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Electrical Men of Middle West 
To Meet at Excelsior Springs ‘ 


This year the Lake Michigan and 
Missouri Valley Clubs are joining 
forces in a Spring meeting, to be held 
at The Elms Hotel, Excelsior Springs, 
Mo., on Thursday and Friday, April 
29 and 30. Secretary McGivern’s an- 
nouncement to the trade states that: 

“The best brains of the industry will 
be brought together to discuss the prob- 
lems of the electrical industry. A pro- 
gram covering vital issues will be pre- 
pared and frankly discussed in a way 
that will bring out the sentiment of this 
big central territory, and we will know 
what we want when we go to the 
national meeting at Hot Springs next 
month. There will be hard, sincere 
work from 9:00 o’clock to 12:30, 
both days. 

“The Kansas City boys will act as 
our hosts, and they promise something 
doing during the afternoons and eve- 
nings. Of course there will be golf 
tournaments for the men. No evening 
meetings, but an opportunity to mingl: 
with friends and customers. The ladies 
are invited, and we are assured that 
they will not have a dull moment.” 

The committee, H. D. Roseth, chair- 
man, and A. J. McGivern, secretary, 
have secured a special rate of $6.00 per 
day at the Elms, including “good rooms 
and wonderful meals.” Green fees will 
be only 75 cents. 

A special, air-conditioned train with 
two club cars will leave Chicago on the 





Milwaukee Railroad on the evening of 
the 28th, returning on the 30th, with a 
13 fare for the round trip. 

All electrical wholesalers and manu- 
facturers in the central states are auto- 
matically considered as members of 
these clubs, which boast of no dues, 
no by-laws, and no minutes. All 
discussions at Excelsior Springs will 
be strictly “off the record.” 

On the advisory committee for this 
meeting are Wm. A. Stacey, J. A. 
Jaques, and E. W. Kearns, represent- 
ing manufacturers, and F. R. Eiseman, 
A. H. Kahn and O. E. Frankenbush, 
representing the wholesalers. 


Hub Wholesalers Will 
Stage “Jamboree” 


To facilitate the closer friendship of 
electrical trade representatives, a 
“Jamboree” will be held under the aus- 
pices of the Northeastern Electrical 
Wholesalers Association at the Hotel 
Bradford penthouse in Boston on the 
evening of April 12. Tickets will cost 
$2.50 each and the affair will be lim- 
ited to 250 on account of space re- 
quirements. Members of all branches 
of the industry are welcome, and ladies 
in particular will be cordially received. 
The program is entirely informal with 
no speaking scheduled. The commit- 
tee consists of Almon Foster, Charles 
Weinreb, Edward Fine, Edward Lo- 
man, and E. A. T. Woodman, presi- 
dent of the club. 


Chicago Wholesalers Frolic 


With a spirit of good fellowship, the 
Second Annual Mid-Winter frolics of 
the Chicago Electrical Wholesalers 
Association was held February 24 at the 
Palmer House. Well before the clock 
struck six, the bar adjoining the Red 
Lacquer room was well lined with Chi- 
cago’s electrical men. Some 400 whole- 
salers and manufacturers attended the 
affair. 

After dinner, the 400 guests were 
entertained with a program of 16 top 
notch acts. Once again the committee 
composed of Riley DeLano, Percy 
Greene, Sol Mandel and A. J. McGivern 
did a capable job of running the show. 


RMA Sets Meeting Date 


The thirteenth annual convention 
and membership meeting of the Radio 
Manufacturers Association will be held 
Tuesday and Wednesday, June 8 and 
9, at the Stevens Hotel, Chicago. The 
convention immediately precedes the 
Radio Parts Manufacturers’ national 
trade show, which begins June 10 at 
the Stevens. 
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American Blower 
BLUE BOOK 
IS READY NOW! 


A Complete plan for sell- 











ing Electric Ventilation 


Selling electric ventilating equipment 
is a fast growing, profitable business. 
American Blower offers electrical dealers 
and ventilating contractors an unusual 
opportunity to get into this business 
on the right basis. With the American 
Blower line you sell nationally adver- 
tised products to a ready market. You 
buy through the regular channels of 
trade and can make deliveries from 
stocks carried in principal cities. You get 
the benefits derived from our gigantic 
direct mail program. If you are not 
already selling American Blower ven- 
tilating equipment you are missing a 
big opportunity for profit. Mail the 
coupon today and we'll send you by re- 
turn mail a free copy of our new sales 
plans. There is no charge or obligation. 


AMERICAN 
BLOWER 


AMERICAN BLOWER CORPORATION 
6000 RUSSELL ST. + DETROIT, MICHIGAN 


Division of American Radiator & Standard Sanitary Corp. 








AMERICAN BLOWER CORPORATION 
6000 Russell St., Detroit, Michigan 


Gentlemen: Please send copy of your 1937 
sales plans to: 


Name Yaa TEED 





The new Ventura Ventilating Fan The Famous Sirocco Utility Blower 





Street and Number. 
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TO MOVE NEXT MONTH. The 
first of May will see Sol Hirsch and Al 
From, of the Morristown Electric Sup- 
ply Co. in their new home at 11 Spring 
St., Morristown, N. J. The new build- 
ing provides a total of 14,000 sq. ft. of 
floor space and will enable this concern 
to better handle its steadily increasing 
volume of business. 


WE UNDERSTAND these gentlemen 
practically rival the sun when it comes 
to covering the state of Florida. All 
but two are with Raybro Electric Sup- 
plies, Inc., Tampa and Jacksonville. In 
the rear, ]. R. O’Toole, American Steel 
& Wire Co., C. H. Murray, C. M. 
Edwards, Troy A. Brown, gen. megr., 
J. A. Mook, Don M. Six, Cy Young, 
W. G. Wood, Harry Mong, Mn Strick- 
land and C. R. Strother, Emerson Elec- 
tric Co. First row, E. M. Lynch, mer., 
Jacksonville house, M. O. Hollis, J. A. 
Meier, sales mgr., L. W. Rickards, E. 
C. Greenwood, N. H. Morgan and 


Vernan Brown. 


Leo Hirsch Honored On 
20th Anniversary 


In honor of his 20th anniversary as 
president of the Electrical Supply Co., 
New Orleans, Leo Hirsch was guest 
of employees of the company at a sur- 
prise celebration on March 17 at the 
company’s office. E. E. Powell, de- 
partment manager, presented Mr. 
Hirsch with a couch on behalf of the 
employees. Other company officials 
spoke. Leo Hirsch was elected presi- 
dent of the company in 1917. 


New General Electric House 
Opens in Johnstown 


Operated as a branch of its Pitts- 
burgh house, a branch of the General 
Electric Supply Corp. has been opened 
at 216 Dibert St., Johnstown, Pa. R. 
R. Mathias is branch manager and A. 
W. Hoke is branch service manager. 

At the Pittsburgh house, E. C. Vey 
has been added as traffic appliance 
specialist and Myron Collins as supply 
salesman in the Youngstown territory. 


Graybar Organization Changes 


L. O. Fryer, formerly service man- 
ager at Graybar’s San Francisco house 











has been appointed sales manager. J. 
A. Scalapino, formerly in the account- 
ing department, replaces him as service 
manager. A R. Fryklund, assistant sales 
manager is now manager of the Sac- 
ramento branch, which opened recently. 
At the Fresno house, H. F. Siesbut- 
tel, formerly resident salesman, is now 
sales manager. 

In the east, W. B. Cooke is now 
manager at Albany, where J. J. Port- 
ley is sales manager and J. L. Schoch, 
service supervisor. 

Other recent changes include the 
appointment of F. R. Warburton as 
credit manager at Minneapolis, succeed- 
ing I. E. Stiles, retired;:and S. B. 
Cooper as sales manager at Pheonix. 


Baitinger Electric Makes 
Changes In Personnel 


In recent organization changes at the 
Baitinger Electric Co., New York City, 
H. W. Bragg was appointed general 
purchasing agent, J. M. Baitinger, Jr., 
was advanced to the head of the esti- 
mating department, in charge of appli- 
ance purchases, and W. Wilcox, a 
former General Electric Supply man, 
has been made assistant to Mr. Bai- 
tinger. 


Stubbs Electric Modernizes j 


Stubbs Electric Co., Portland, Ore., 
recently added 10,000 sq.ft. of floor space 
to the warehouse. The lighting in the 
offices and sales rooms has been mod- 
ernized with fixtures using the 750 watt 
silvered bowl lamps. Noticeable im- 
provement in the efficiency of employees 
has resulted. 


New Graybar House Opens 
In Allentown 


The 80th branch house of the Gray- 
bar Electric Co. opened on February 
15 at 110 Hamilton St., Allentown, Pa., 
serving the Allentown-Bethlehem- 
Easton area. The house will be op- 
erated as a branch of the Philadelphia 
house. W. L. Hall, formerly territorial 
salesman out of Philadelphia, is man- 
ager of the new house; W. H. Naud- 
asher from the quotation department in 
Washington is service supervisor, and 
G. F. Brady is merchandise manager. 


Wesco Moves Wichita Home 


The Westinghouse Electric Supply 
Co., Wichita, Kan., has moved office 
and warehouse to larger quarters at 
233 S. St. Francis Ave. They were 
formerly at 400 S. Emporia Ave. 
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HIS AIM IS TRUE 


-and he follows through 


ELECTRICALLY 


WELDED 
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The aim that pioneered *ELECTRUNITE Steeltubes is 

true —to provide positive protection for electrical 
wiring at low cost, without sacrificing quality. e And Steel 
and Tubes, Inc., doesn’t stop its efforts with the perfection of 
a modern raceway that topples the king pin of all arguments 
against ‘‘pull-in — pull-out” systems. It follows through 
with an aggressive advertising campaign in electrical contract- 
ing and architectural publications that helps you to make 
strike after strike and roll up your profit score. e Genuine 
ELECTRUNITE Steeltubes —‘‘champ” of electrical raceways 
— costs no more than imitation brands that cannot offer all 
its advantages. Team up with ELECTRUNITE — write for 
information on how Steel and Tubes field men can help 
you in obtaining a larger share of profitable wiring business. 


#* Reg. U.S. Pat. Off. 


Steel and Tubes. c: 


CLEVELAND . <-<s7 0880 




















MADE MANAGER. Ralph C. Cam- 
eron has been appointed manager of 
the department store sales division of 
the appliance and merchandising dept. 
of General Electric Co. For some time 
he has been in charge of department 
store activities on G. E. Kitchen appli- 
ances, and to these duties now has been 
added the responsibility of sales of all 
other household appliances, such as 
laundry equipment, radios and smaller 
home appliances through department 
stores and furniture stores. Mr. Cam- 
eron has been connected with G. E. 
appliance sales for the past seven years. 
He was first in charge of wholesale 
activities for the Willis Co. in Canton, 
O. In 1932, he joined G. E. in Cleve- 
land in charge of department store 
activities for the refrigerator and later 
for the range and dishwasher. 


REALLY NOW it isn’t as serious as 
all that. These folks of the Fitzpatrick 
Electric Supply Co., Muskegon, Mich., 
aren't always so serious and next time, 
they'll prove it. They are: Miss Trap, 
bookkeeper; Ewald Rollenhagen, sales 
and Miss DeBoer, stenographer. 


Worthington Co. Opens 


Appliance Room 


With a complete electric kitchen and 
all the trimmings, the appliance dis- 
play room of the George Worthington 
Co., Cleveland, was officially opened 
during a recent two-day showing. 

Designed by R. F. Blaine sales repre- 
sentative of Hotpoint’s Cleveland office, 
the room, measuring 35 ft. by 80 ft., has 
plenty of eye-appeal. The kitchen is 
wired so that dealers and their cus- 
tomers can readily experience the many 
advantages of electric cookery and the 
lenefits of other electrical appliances. 

Illumination, provided by modern 
ceiling units, measures 20 foot-candles. 
At the rear of the room is a completely 
equipped service department. 


American Electric Moves 


The American Electric Supply Co., 
formerly of 1142 Columbus Ave., Bos- 
ton, has moved into its new location 
at 1030-40 Tremont St. The building 
is provided with a show room measuring 
3,600 sq. ft. devoted exclusively to the 
display of electrical appliances and 
lighting fixtures. An additional 15,000 
sq. ft. will be used for warehousing 
electrical supplies and equipment. 


Graybar Takes On New Line 


The Graybar Electric Co. has added 
a line of parking meters to its list of 
municipal products which includes 
street lighting traffic signals, and alarm 
systems. 


G. E. Supply Changes 


H. A. Shackleford is the new dis- 
trict manager at General Electric Sup- 
ply’s Nashville house, replacing H. A. 
Pendergraph, who was transferred to 
Cincinnati. 





At the Cincinnati house, D. J. Rob- 
bins is now district operating manager, 
and William Longstreet is district 
sales manager of supplies. 

L. A. Gleason is now traffic appli- 
ance specialist in Cleveland, replacing 
Ralph H. Jones. 


Rutkin Electric Opens 


In Newark 


Meyer Rutkin, well known to New- 
ark’s electrical industry for the past 
40 years, recently opened the Rutkin 
Electric Supply Co. at 277 Halsey St. 
Associated with the elder Rutkin in the 
new wholesale firm is his son, Myron. 
Housed in an 8,000 sq.ft. warehouse, 
with parking facilities adjoining, the 
company carries a complete stock of 
supplies, materials and oil burners for 
contractors, dealers and hardware 
stores of the vicinity. 


Maurer-Greusel Changes Name 


Upon the resignation of V. H. 
Maurer, vice-president, the Milwaukee 
distributing firm previously called the 
Maurer-Greusel Co., has recently been 
named the Greusel Distributing Corp. 
Frank R. Greusel continues as presi- 
dent and H. M. Northrup is secre- 
tary-treasurer. The firm is distributing 
the same lines as formerly. 


Wesco Holds Housewarming 


An old-fashioned housewarming to 
mark the opening of their new build- 
ing at 137 South Pennsylvania Ave., 
was held by the Westinghouse Electric 
Supply Co., in Indianapolis on Febru- 
ary 5. Food, refreshments and enter- 
tainment were provided to all comers, 
“from four o'clock until you have to 
co home.” 


Florida House Adds Space 


The South Florida Electrical Supply 
Co., Miami, has increased its warehouse 
space by a third. They now occupy 
quarters at 1146-48-50 N. E. 2nd Ave. 
In addition to their regular line of elec- 
trical supplies, they are doing an ex- 
tensive job with neon equipment. 


Lindgren Supply Reorganizes 


The Lindgren Electric Supply Co., 
Chicago, has reorganized with O. E. 
Lindgren as president, and Tom 
McCarville as treasurer. Mr. McCar- 
ville was formerly with the Efengee 
Electrical Supply Co., Chicago. 
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PROMOTED. A. B. “Bud’’ Conklin, 
Jr., for the past several years western 
field editor of “Electrical Wholesaling,” 
with headquarters in Chicago, has been 
transferred to New York, where he 
replaces J]. Pearson Gould as assistant 
editor. Gould, who came to “Electrical 
Wholesaling” from the sales promotion 
department of the Graybar Electric Co., 
resigned on March 15 to join the staff 
of the Robert St. Clair Advertising 
Agency, RCA Building, New York. 


*MIDST APPLIANCES and _ fixtures 
are assembled some of the folks of the 
Michigan Brass & Electric Co., Lansing. 
At the right is the president, C. L. 
Smith. At his right, in shirtsleeves, is 
Bob Smith, sales; his kneeling com- 
panion is Don Ross, stock clerk; at the 
left, John H. Nussdorfer, sales; Glenn 
Stewart, manager, stock room; Gene- 
veive Price, bookkeeper and Eleanor 
Lamond, secretary to Mr. Smith. 


PI STN i ea 





PERSONALS 





PauLt C. BuckNAM, who has been 
selling lighting fixtures, service and 
handling engineering layout work for 
Pettingell Andrews Co., Boston, Mass., 
for the past 16 years, has joined the 
staff of the General Electric Supply 
Corp., Boston, as illuminating sales ex- 
pert. He succeeds Frederick H. Magoun, 
who has entered the retail electrical sup- 
ply business at Wellesley, Mass. 


E. C. McEacuron and J. G. GILLEs- 
PIE, well-known doubles team at the Ta- 
coma warehouse of the Graybar Elec- 
tric Co, have parted company. 
McEacuron has left the city desk and 
taken up country sales work covering 
the Yakima and Okanogan Valleys. 
Gillespie, formerly at the counter, has 
taken over the city desk work. 


Lov WErnris, formerly in charge of 
the sales department of the Eagle Elec- 
tric Mfg. Co., has joined the Gem Elec- 
tric Mfg. Co, New York City, in 
the capacity of sales manager. 


CarroLL P. Brown has been made 
merchandising manager of the Westing- 
house Electric Supply Co., Wichita, 
Kansas. 


S. A. STERNER is covering the con- 
tractor-dealer outlets and handling all 
specialty items in Rockford, IIl., for the 
Rock River Electric Co. of that city. 
B. NEWMAN is taking care of industrial 
accounts while FincH SEAL has moved 
up to counter and showroom sales. 


J. N. Roos has been promoted to the 
post of sales manager of the Electrical 
Supply Co., New Orleans. 


Rocer A. RAWLEY has joined the 
Westinghouse Electric Supply Co., Syra- 
cuse, N. Y., as a salesman. He will 
cover the city and the surrounding terri- 
tory. A. A. SCHWEINBERGER, a service 
man, has been promoted to outside sales- 
man. 
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C. McKew Parr, president of the 
Parr Electric Co. and the Parr Electric 
Export Corp., Brooklyn, N. Y., recently 
sailed on the liner Rex for a business 
trip on the continent. 


V. W. VANWALp has joined the sales 
staff of the Dakota Electric Supply Co., 
Fargo, N. Dakota. He will cover north- 
ern So. Dakota. 


H. A. YENNE will travel the south- 
west part of Nebraska and the north- 
western section of Kansas for the White 
Electric Co., Lincoln, Nebraska. He 
will make his home at Hastings. 
Beatrice A. WHITE has resigned from 
her position as YWCA secretary at 
Hastings to become head bookkeeper of 
the organization. L. B. Hayes has been 
promoted from bookkeeper to pricing 
clerk and credit man. 


E. R. ScHoonover has joined the 
Westinghouse Elecrtic Supply Co., St. 
Paul, as refrigerator, range and water 
heater supervisor in western Minnesota 
and N. Dakota. He was formerly a 
dealer in Grand Rapids. 


J. G. Watson is a new member of 
the sales staff of the Shepherd Electric 
Co., Baltimore. He is covering the 
eastern shore of Maryland. 


EuGENE P. Farris has been appointed 
manager of specialty sales for the Emer- 
son Electric Mfg. Co., St. Louis. The 
post was left vacant through the resig- 
nation of H. L. Parker Jr. 


W. B. (“Ben”) Auranpt has been 
transferred from the appliance and 
merchandise department of the Bridge- 
port factory of the General Electric 
Co. to Boston, as field representative of 
the G. E. Home Bureau. W. P. Quig 
has been transferred to Philadelphia and 
A. J. Lee to New York City on similar 
work. 


Epwarp H. Norp1n has been retained 
as outside salesman at the Worcester 
(Mass) branch of the Sager Electrical 
Supply Co., and Epwarp J. WALSH has 
been employed for outside work by the 
Hampden Electric Supply Co., Spring- 
field, Mass. 


Harry Hupson, formerly on the 
staffs of the Joseph E. Greene Co., 
Lewis Electrical Supply Co., and 
George H. Wahn Co., Boston, and 
lately associated with the Square D Co., 
has joined the Boston sales organization 
of Colt’s Patent Fire Arms Mfg. Co., 
electrical division. 


LEONARD Horne of the Delande Sup- 
ply Co., Salem, Mass., has moved to 
Worcester, Mass., where he will cover 
outside calls for the Atlantic Electrical 
Supply Co. 


EuGENE SMITH, who used to travel 
for the George H. Buckminster Co., 
at Boston, has cast his lot with the Des 
Roberts Electric Supply Co., Lynn, 
Mass. 
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WHEREVER Goad Seeing IS IMPORTANT 


Fostoria Localites are easy to sell 






Modern Lighting 
Practice Demands 
Engineered 
Localized 

Lighting 







HIGH INTENSITY 


LIGHT 


ANYWHERE 
AS EASILY AS 
Vast Market for Efficient POINTING YOUR FINGER 


L oca | ize « L ig i tin g Engineered in every detail, the new Fostoria 
Localite features automatic supporting arm 





In practically every manufacturing plant there are from flexibility with vibration-proof rigidity and 
a dozen to hundreds of operations where high intensity modern designed reflectors for specific 
light on the job is essential to production efficiency. lighting requirements. As easily as pointing 
Introduction of the new modern Fostoria Localite is your finger, Fostoria Localite lights the job 
receiving enthusiastic response from this vast market. with proper intensity from any angle desired. 


Test installations quickly prove that this engineered 
equipment increases production, decreases spoilage, 


reduces accidents, improves product quality, saves much 
more than it costs . . . Here is a splendid opportunity to » 
increase your lighting sales volume — a feature product t | | a 


that brings quick interest and demand from progressive 
industrial executives. Carry a demonstration sample with 





you. You'll find it to be a calling card that brings prompt 
audience to you. 


@ Write for complete catalog of Fostoria Localite equipment. 


THE FOSTORIA PRESSED STEEL CORP. Engineered to the Localized 
FOSTORIA - OHIO Lighting Needs of Industry 
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*HERE’S HOW it works,” says Louise 
Leslie, home economist for the mer- 
chandise dept. of General Electric. Miss 
Leslie knows the art of demonstrating 
and has converted numerous housewives 
into appliance enthusiasts. 


\ 
NEW HOME. The General Electric 
Co. has completed plans for the imme- 
diate erection of this new $200,000 
building in Houston, Texas. The build- 
ing will be located on the block, re- 
cently purchased by the company, 
bounded by Polk, St. Charies, Clay, and 
Live Oak Sts. It will be of brick and 
steel construction and will be two 
stories in height. It will be used to 
house the offices, warehouses, and serv- 
ice shops of the General Electric Com- 
pany, the General Electric Supply Corp. 
and the General Electric X-Ray Corp. 





Ideal Commutator Buys 
Marshall Electric 


The Ideal Commutator Dresser Co., 
Sycamore, Ill., has purchased the 
Marshall Electric Co., Elkhart, Ind., 
manufacturers of automatic regulators 
for voltage, current and speed control 
of electrical equipment. The Marshall 
plant is the only one of its kind de- 
voted exclusively to the manufacture 
of these products. 

Operations of the acquired company 
will be transferred as rapidly as possi- 
ble to Sycamore and consolidated with 
the main office, production, engineering, 
research and development departments 
of Ideal. 


New Offices For Emerson 


The Emerson Elec. Mfg. Co., St. 
Louis, Mo., recently moved into new 
offices at 1824 Washington Ave. This 
is a two-story building, with approxi- 
mately 34,000 sq. ft. of floor space. 
The new offices have been equipped 
with modern office fixtures, indirect 
lighting and electric water coolers. The 
space at the old address, 2018 Washing- 
ton Ave., formerly used by the office, 
has been absorbed by the manufacturing 
department. 


Westinghouse Dedicates New 


Building at Mansfield 


More than 13,000 citizens from Mans- 
field and the surrounding territory at- 
tended the recent “Family Day” ob- 
servance and the dedication of the new 
$1,000,000 warehouse and office build- 
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ing at the Mansfield plant of the West- 
inghouse Electric & Mfg. Co. Due to 
the recent completion of the huge new 
building, the regular feature of West- 
inghouse “Family Day,” and the dedi- 
cation of the building were held as a 
joint activity. 

Although seven stories high, the new 
building has only five floors, as the 
lower floors have ceilings high enough 
to permit the storage of ranges and 
refrigerators. The fifth floor houses 
private and main offices, large display 
rooms, a complete photographic labora- 
tory and many other merchandising 
departments. This entire floor is air 
conditioned by 125 tons of equipment. 


Hygrade Sales Office Will 
Move to Boston 


The Hygrade Sylvania Corp. will 
establish their lamp sales executive 
headquarters in the 10 Post Office 
Square Bldg., Boston, on or about May 
1. The company has leased the entire 
13th floor of the new wing of the 
building. S. N. Abbott, lamp sales 
manager, will be in charge of the new 
office, and E. J. Poor, chairman of the 
Board of Directors will also spend part 
of his time there. Others of the sales 
staff who will move to Boston are C. 
G. Pyle, assistant sales manager, R. 
S. Bradner, Boston district manager, 
R. H. Bishop and S. A. Harris, New 
England district managers. 


Fostoria Elects 


R. J. Carter has been elected presi- 
dent and general manager of the Fos- 
toria Pressed Steel Corp. He succeeds 
C. D. Pifer, new chairman of the 
board. 

C. W. McDaniel, general sales man- 
ager, has been advanced to vice-presi- 
dent in charge of sales. He will also 
serve as company secretary. E. L. 
Bates has been named vice-president 
and R. L. Hull assistant treasurer. Mr. 
Carter will continue to serve as 
treasurer. 


Ellicott Mfg. Co. Formed 


E. E. Ellicott, who has been asso- 
ciated with Wilson Lighting, Inc., Chi- 
cago, as secretary and treasurer for the 
past five years, has announced the or- 
ganization of the Ellicott Mfg. Co., 
of which he will serve as president. 
The new company will manufacture 
and market a new type of wiring strip 
known as Ell-Strip. Headquarters will 
be at 413 S. Clinton St., Chicago, III. 
Production is already under way. 
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Cultivated by a consistent advertising campaign throughout industry, 
plus the cooperation of a trained sales force, a constantly-increasing num- 


ber of users is choosing Type-H General Electric Mercury Lamps. 


Order your auxiliary de- 


. h . h = a . e 

signed especially for Wholesalers everywhere are profiting through increased business. Bear 
these lamps from the 

General Electric Vapor i i i i " 
ae oe ae, in mind, these lamps provide more light for the same current consump 


the lamps from y of 
the seventeen Sales Divi- 
sions of the Incandes- 
cent Lamp Department. 


tion than is possible with any other comparable light source. 

By combining mercury and incandescent lamps in many conventional 
types of luminaires a psychologically cool white light can be obtained. 
The General Electric 400-Watt Mercury Lamps are rated at 2,000 hours. 
They are designed for vertical burning. 

Take advantage of this modern light source. It provides a means for 
much new business and a steadily-increasing income from renewals. 


Write for complete details. 


GENERAL @ ELECTRIC 


General Electric Vapor Lamp Co. 783H Incandescent Lamp Department 
891 Adams Street, Hoboken, N. J. Dept. 165, Nela Park, Cleveland. Ohio 
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FIRE JOINS FLOOD but both fail to 
destroy the main plant of the Crosley 
Radio Corp., Cinn. This airplane 
photograph, taken during the fire that 
leveled a number of buildings in 
Cincinnati's Mill Creek district when a 
surface layer of gasoline and oil was 
ignited, presumably by an electric spark, 
shows Crosley’s Building K burning 
and reveals how the main plant, in 
which radios and all mechanical units 
for refrigerators are made, escaped the 
ravages of the flames. Cabinets for 
Shelvador electric refrigerators were 
made in building K, but as the company 
has two outside sources for all the 
refrigerator cabinets it needs, full pro- 
duction of refrigerators, as well. as 
radios, was resumed when electric 
power and water were again available. 





FIRING AWAY along the Chicago 
front is Edward Ross, salesman for 
Leviton Mfg. Co. “Eddie’’ covers sec- 
tions of Chicago and surrounding ter- 


ritory, giving wholesalers the latest 
dope on wiring devices. Ross knows 
wholesaling for he spent 10 years with 
Co-op Electric Supply before joining 
Leviton. 
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Proctor & Schwartz Launch 
Advertising Drive 


One of the largest and most com- 
plete advertising programs in its his- 
tory is now being inaugurated by the 
Proctor & Schwartz Electric Co., Phila- 
delphia. The campaign is two-fold, 
aimed at both dealer and consumer. 

An unusual feature of the consumer 
campaign consists of feature articles, 
written by a famous Hollywood writer, 
which accompany each newspaper ad- 
vertisement. The articles themselves 
occupy paid advertising space. 

A new 80 page cook book, the 
“Proctor Primer,” is packed with each 
“Roast-or-Grille.” A permanent mer- 
chandising display, also counter and 
window displays, descriptive literature, 
menu displays and other helps, are 
available for dealer use. 


Crosley Repairs Damages 


Work was recently begun on the job 
of clearing away the debris of Crosley 
Radio Corp.’s Building K, destroyed by 
fire on January 24, at the time of the 
floods in Cincinnati. A new building 
will be erected on the foundations of 
the old. The structure will be one story 
high, approximately 500 ft. long and 
100 ft. wide, and will be used for ship- 
ping and storing radios, refrigerators 
and washing machines. It will cost 
approximately $100,000. 


New GE Appliance Managers 


Ralph C. Cameron has been ap- 
pointed manager of the department 
store sales division of General Elec- 
tric’s appliance and merchandise divi- 
sion, and will have charge of all sales 
and promotional activities affecting de- 


partment stores. Announcement was 
also made by P. B. Zimmerman, gen- 
eral manager of appliance sales, of the 
appointment of John P. Rainbault as 
general manager of the electric clock 
section; A. E. Pierce, as sales manager 
of the electric clock section, and C. M. 
Wilson as sales manager of the radio 
division. 

David Hays has been appointed com- 
mercial engineer of the laundry equip- 
ment section and will devote his entire 
time to home laundry appliances, their 
design and application. 


Triangle Appoints Agents 


The Triangle Conduit & Cable Co., 
Brooklyn, N. Y., has announced the 
appointment of the following represen- 
tatives : 

A. F. Hanavan, 2525 S. Salina St., 
Syracuse, N. Y., covers N. Y. State, 
north of and including Poughkeepsie, 
also Susquehanna, Sayre, Bradford, 
Warren and Erie in Pa. 

J. E. Negy, Rice Hotel, Houston, 
Tex., covers Tex., Okla., Ark., La., 
Miss. and Memphis, Tenn. 

H. W. Tinchen, 3623 N. Illinois St., 
Indianapolis, covers the State of Ind. 

H. G. Anschuetz, 117-21 N. 5th St., 
Philadelphia, covers the States of Pa. 
and Del., also Atlantic City, Camden 
and Trenton, N. J. 


B. P. McKinley Joins Palmer 


Benjamin P. McKinley has been ap- 
pointed general sales manager of the 
Palmer Electric & Mfg. Co., Waltham, 
Mass. He was formerly with George 
Richards & Co., Chicago, and later be- 
came works manager of the Bryant 
Electric Co., and vice-president of the 
Hemco Electric Co., Bridgeport. 


General Electric Forms New 
Appliance Sales Section 


A new sales section for miscellaneous 
household appliances has been an- 
nounced by D. C. Spooner, Jr., manager 
of General Electric’s household appli- 
ance division in New York. It will be 
responsible for certain devices de- 
veloped from time to time by the GE 
research laboratory and engineering 
groups for which the market has yet to 
be developed. The GE comforter and 
floor polisher have already been assign- 
ed to this section. Roy W. Johnson has 
been appointed sales manager. 

J. V. White formerly distribution 
manager of the advertising service divi- 
sion of the G-E appliance and merchan- 
dise department, has been assigned to 
the home laundry equipment sales sec- 
tion. He will be succeeded in his former 
position by W. H. Collins. 
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A new idea! Something different! For the first 
time in its history, Electrical Merchandising presents 
an issue edited and designed for the architect, build- 
er and home owner—the users of electrical appli- 
ances. By creating the desire for COMPLETE elec- 
trical homes in the minds of home-builders, Elec- 
trical Merchandising, in its May number, opens up 
a wonderful opportunity for power companies, elec- 
trical contractors, wholesalers and appliance dealers 
to increase energy consumption, wiring service and 
appliance sales. This entire number sells the elec- 
trical home idea—forcibly—graphically—practi- 
cally. Plan now to use it in your selling campaigns 
this year. 
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A Practical Selling Manual for Electrical Contractors 
Appliance Dealers and Power Companies! 


HE completely electrified home represents 
‘haan $500 to $700 MORE in appliance sales over 
and above the average purchase of appliances. 
This means business to the appliance dealer and 
distributor. The wiring services in the complete 
electrical home mean from $50 to $100 ADDI- 
TIONAL business for the contractor. Each com- 
pletely wired home means an energy consumption 
of 5,000 kw. hrs. annually—valuable residential 
customers for the power company. When you 
consider that there will be approximately 425,000 
new homes built in the U.S. in 1937—every one a 
potential customer for complete home electrifica- 
tion—you can readily see that there is a lot of 
sweet business awaiting only an intelligent and 
aggressive campaign by dealers, contractors and 
utilities. 

The “Electrical Home” Number of Electrical Mer- 
chandising (May issue, priced at $1.50 a copy) 


gives you your own model “HOME-IN-PRINT” 
which you can take to your customers and sell 
them the idea of low-cost comfort and convenience 
through the use of more electrical appliances. 
More than that, there will be facts and figures in 
this and succeeding issues of Electrical Merchan- 
dising PROVING that the cost of such appliances 
will be self-liquidating in the money they save 
for the home owner. 


More than 100 interesting pages will put over the 
“electrical-home” idea in a way that will make this 
important number a selling manual that will build 
PROFITS for every electrical dealer, contractor, 
wholesaler and power company. It is a factual 
guide to more business, presented in a way that 
wins immediate attention from your customers. 
It’s different—it’s new— it’s usable. Be sure you 
have a copy for your own use and order extra 
copies for your salesmen and preferred customers. 





Use this handy coupon to order May Number or enter your subscription 


Save Money by 
ELECTRICAL MERCHANDISING—330 W 42nd St., New York, N. Y. 








Entering a 
Sameer Attached is $2 for which enter my subscription to ELECTRICAL MERCHANDISING 
Any business selling for 1 year including the special “Electrical Home” May number. 
‘dewitent appliances Attached is $1.50 for which send me one copy of the special May “Electrical Home” 


will save money by en- issue of ELECTRICAL MERCHANDISING. 


tering a subscription to 
Electrical Merchandis- 
ing at $2 a year. By or- 
dering now, you receive 
the big May “Electrical 
Home” Number—priced 
alone at $1.50 a copy— 
as part of your subscrip- 
tion AT NO EXTRA 
COST. 


MAIL YOUR ORDER 
TODAY. 


eoeoeeeeeceeoeeeeeee ee ee eeeeeeereeeeeeeseeeeseeesevseseeeeeeeeeeeses 


eooeeereoer ee eree epee eeeeeeeeeeeeeeeeeeeesreeeeeseeereseeeseseeeee 


—PAYMENT MUST ACCOMPANY THIS ORDER— 
Above rates apply only in U. S., Canada, Mexico, Centraland South America. 
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NO, SHE’S NO COUNTERITE. W hen 
you gentlemen ring Revere Electric Co., 
Chicago, the chances are this young 
lady, Miss Raymond, handles the call. 
Miss Raymond is chief operator there, 
but the photographer thought a counter 
shot would be somewhat different, that’s 
why there's no switchboard in sight. 


SODIUM FLOODLIGHTING. As a 
result of recent tests of sodium vapor 
floodlighting on the front of their engi- 
neering building at Bloomfeld, N. j., 
Westinghouse engineers foresee a rapid 
increase in the use of sodium vapor 
lamps for this purpose, because of its 
higher efficiency and characteristic color. 
Besides offering low current costs, the 
golden yellow light enhances the “ad- 
vertising’ value of floodlighting. Be- 
cause of higher operating efficiency, costs 
are lower than with incandescent light- 
ing. Averaging four hours of burning 
nightly, electricity cost of this particular 
trial installation should amount to only 
16 cents per night. The four flood- 
lights, operating 1460 hours a year, 
should require but three replacements 
annually, 
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Manning-Bowman Promotions 


B. M. Tassie, president, Manning, 
Bowman & Co., has announced a divi- 
sion between the inside sales and field 
work in his organization, which has 
resulted in two promotions. F. L. Ray- 
nor, who has been acting as sales 
manager for the past four years, has 
been advanced to director of sales and 
sales promotion, and W. J. Herwood, 
assistant sales manager since 1934, has 
been appointed sales manager. G. K. 
Thornton continues as advertising and 
sales promotion manager. 


Changes At Black & Decker 


The Black & Decker Mfg. Co., Tow- 
son, Md., announces the appointment 
of J. M. Schreiner as manager of the 
Detroit branch, succeeding the late 
George W. Stoiber. W. J. Fenwick. 
for the past several years co-manager 
of the Cleveland territory, has been 
made manager of the branch. G. H. 
Treslar is now supervisor of the De- 
troit and Cleveland territories. 


Edgar E. Dawes Expands 


Edgar E. Dawes, manufacturers’ 
sales agent in Atlanta, Ga., has added 
two new men to his organization. J. W. 
Carroll, formerly with the Mill Power 
Supply Co. of Charlotte, will repre- 
sent the firm in the Carolinas. Alfred 
Stanley has left the General Electric 
Supply Corp. to handle all orders and 
inquiries at the Atlanta office of the 
company. 


Anschuetz To sell For Abolite 


R. N. Green, sales manager of the 
Abolite Reflector Co., West Lafayette, 
Ohio, announces the appointment of 
Harry G. Anschuetz, 117 North Fifth 








St., Philadelphia, as its representative 
covering southern New Jersey, Phila- 
delphia, eastern Pennsylvania and Dela- 
ware. Mr. Anschuetz was formerly 
district sales manager for the Weber 
Co., wiring device manufacturers who 
recently retired from business. 


Sales Appointment by Silvray 


Silvray Lighting, Inc., Long Island 
City, recently appointed R. J. Crump 
as resident sales engineer for the state 
of Ohio and surrounding trading area, 
with headquarters in Cincinnati. Mr. 
Crump was, until recently, sales engi- 
neer for the Union Gas & Electric Co. 
of Cincinnati, and before this was with 
the Brooklyn Edison Co. and the Ohio 
Edison Co. at Youngstown. 


New Chicago Office Opened 
By Proctor & Schwartz 


Proctor & Schwartz Electric Co. of 
Philadelphia, electric appliance manu- 
facturers, are opening a new office in 
the Marquette Bldg., Chicago. Walter 
E. Trittipo will be in charge, covering 
Chicago, Detroit and surrounding terri- 
tories. He was formerly manager of 
the central station division of the Mu- 
tual-Sunset Lamp Co., selling lamps 
and fixtures. 


Aerovox Adds Canadian Plant 


The control of the former Polymet 
De ta Co. of Hamilton, Ont., has been 
taken over by Aerovox Corp. Hence- 
forth the Canadian plant will be op- 
erated as Aerovox Canada Ltd., pro- 
ducing a line of Aerovox dry and wet 
electrolytic condensers, also mica and 
paper condensers for the Canadian 
trade. 


Worrall Made Sales Manager 
By Proctor & Schwartz 


James M. D. Worrall, for the past 
several years in charge of the New 
York office of Proctor & Schwartz 
Electric Co., with supervision over the 
New England territory, has been ap- 
pointed Eastern sales manager, in 
charge of the entire eastern territory. 
His headquarters will remain in New 
York City. 


New Triangle Representative 


B. J. Fleming, 3868 California St., 
Omaha, has been appointed district rep- 
resentative for the states of Iowa and 
Nebraska for Triangle Conduit & Cable 
Co., Brooklyn, N. Y. 
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Ready to Serve Your 1937 Needs! 


The electrical buyers guide for 1937 (Part 2, 
Dec. Electrical Contracting) is ready to 
serve your buying needs. Keep your copy 
handy—it will quickly tell you 


WHAT TO BUY... 
WHO MAKES IT... 


It will save time and simplify your buying. 


Revised and published annually by 


ELECTRICAL CONTRACTING 
330 West 42nd Street, New York, N. Y. 
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Wuat’s NEW 





A Section Devoted to Manufacturers’ 


Descriptions of Their New Products 





by micrometer gauge. Duplex blades 
are of tool steel. Switch changes opera- 
tion of stripper to counter clockwise 
for right-to-left twisted wires. Stop 
can be set for any length of strip up 
to 2 in. Unit is complete with + h.p. 
reversible type ball-bearing motor. Flex- 
ible metal tube carries waste strippings 
to disposal container. Ideal Commutator 
Dresser Co., 1047 Park Avenue, Syca- In two styles, for installation in an 
more, I1!.—Electrical Wholesaling, April, unfinished attic or finished top floor, this 
1937. ventilator keeps lower floors cool by air 
circulation during hot summer weather. 
The fan operates by drawing cool air 
in lower windows and hot air out of 
the attic. “Helixoid” fan is mounted 
on rubber for silent operation. Con- 
nected to motor by V-belt drive, kept 
tight by self-adjusting motor base. Super- 
metal bearings require oiling once in 





Attic Ventilation 


Twin Socket 


Made of bakelite, this twin socket has 
no screws or nuts in the assembly. Both 
female outlets have copper spring center 
L on contacts. Copper strips leading from 

















Angle Type Reflector 


For use with the 250-watt high in- 
tensity mercury-vapor lamp, these re- 
flectors are intended for locations where 
excessive moisture and non-combustible 
dust are present. Mounted on sidewalls, 
they provide illumination on both -hori- 
zontal and vertical surfaces. Unit con- 
sists of cast iron hood with medium 
socket, opal glass globe and porcelain 
enamel reflector. Can be attached to 
standard 4 in. sheet metal outlet box. 
Vapor proof, whether or not it is con- 
nected to vapor proof conduit box. Hood 
finished in green baked acid-resisting 
enamel. Medium base front-connected 
socket rigidly mounted in hood. Hood 
and globe are threaded and gaskets pro- 
vided for enclosing globe. Westinghouse 
Electric & Mfg. Co., East Pittsburgh, 
Pa.—Electrical Wholesaling, April, 1937. 


Wire Stripper 


Made without springs, this wire strip- 
per strips either from left to right or 
right to left. Developed for use by the 








Navy Department, it is the only wire 
stripper so far to employ principle of 
centrifugal action. Double edge blades 
in stripping chamber have outward mo- 
tion. Pressure on foot pedal closes 
blades to within .001 in. of diameter set 
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female shell are flanged over bakelite 
wall, and contact accomplished by spin- 
ning male shell over and below ends of 
strips, to give maximum security. Eagle 





Elec. Mfg. Co., 59 Hall St., Brooklyn, 
N. Y.—Electrical Wholesaling, April, 
1937. 





Battery Lantern 


Constructed of steel, this battery lan- 
tern resists rain, ice and snow. Lantern 





has unbreakable convex lens, parabolic 
reflector, grip-fit handle, rubber lens 
collar, and is micro-focusing. Has only 
two battery terminals. Spare bulb can 
be carried in cover. Switch is located 
in handle. Lantern is finished in silver 
lacquer, with ebony trim. Burgess Bat- 
tery Co, Freeport, Ill—Electrical 
Wholesaling, April, 1937. 


three years. For use in unfinished attic, 
unit is complete with air-tight vent-box 
and ceiling grille. Cabinet model fin- 
ished in blue morocco enamel with sil- 
ver stripes. Grille front protects chil- 
dren and pets. Viking Air Conditioning 
Corp., Main & Center Sts., N.W., Cleve- 
land, Ohio—Electrical Wholesaling, 
April, 1937. 


Power Rheostat 


Rated at 1000 watts, this power rheo- 
stat is capable of controlling many types 
of loads which formerly required but- 
ton contact type of rheostat. Manufac- 
turer recommends this wire-wound type 
for use in control of speeds of small 
motors, lamp-dimming in advertising dis- 
plays, generator field control of arc weld- 
ing machines, etc. Construction is of 
metal and ceramic materials throughout 
and will not smoke or char. Resistance 
wire is wound over horseshoe-shaped 
porcelain core on porcelain base. Entire 
unit covered with vitreous enamel fired 
at high temperature. Shaft and bushing 
assembly is electrically dead. Positive 
contact is made on contact surface of 
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rheostat windings by spring-held contact 
arm fitted with vuniversal-joint action 
metal-graphite contact shoe. Ohmite Mfg. 
Co., 4835 W. Flournoy St., Chicago, IIl. 
—Electrical Wholesaling, April, 1937. 
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WRITE TODAY 








Anaconda Wire & Cable Company 
25 Broadway, New York City 








Please send copy of your new 
“Industrial Guide”. Also copy of 
your ‘Wiring Survey”. (If you 
already have one of these books, 
check the one wanted.) 
























Signed — 









Company 





Street 








; The “Wiring Survey” and the new 
City — - —— “Industrial Guide for the Selection of 
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Portable Fan 


Small enough to be easily movable, 
this fan can be used as desk fan, or 
clamped or pinned up. Blades are of 
“Safe-flex” rubber construction. Clamp- 
on feature is taken care of by spring 
type clamp concealed in base. Ball and 
socket joint adjustable to any angle. 
Finished in walnut with matching blades. 
List price, $3.95. Samson-United Corp., 





Rochester, N. Y.—Electrical Wholesal- 
ing, April, 1937. 


Oscillograph-W obbulator 


Using the 913 cathode ray tube and 
thyratron linear sweep with horizontal 
and vertical amplifiers, this oscillograph 
is combined with an adjustable elec- 
tronic wobbulator. Single full wave 
power pack employing an 80 rectifier 
tube supplies all d.c. operating voltages. 
A no. 885 thyratron supplies linear sweep 
circuit and single trace wobbulator. 
Linear horizontal sweep circuit may be 
varied continuously from 15 to 35,000 
cycles. Wobbulator may be varied to 
sweep any band width from 0 to 55 
k.c. Telescoping light shield excludes 
reflections from cathode ray tube screen. 
Supplied in portable steel case, with con- 











trol panel finished in ivory and _ black. 
List price, complete with tubes, $49.95. 
Triumph Mfg. Co., 4017 W. Lake St., 


Chicago, Ill.—Electrical Wholesaling, 


April, 1937. 
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Industrial Siren 


Wail of this siren, known as “Type 
A,” penetrates through confusion of 
sounds in factories and assembly plants. 
May be used also as burglar or fire alarm 
in small plants. Motor is grease-sealed 
ball bearing, 4 hp. Can be mounted any- 
where. Voltage 6 to 25 ac. or dic. 
Finished in red Duco. List price, $40.00. 
Federal Electric Co., 8726 S. State St., 
Chicago,  Ill.—Electrical Wholesaling, 
April, 1937. 


Air Circulator 


Designed for quieter performance, 
these 24 and 30 in. air circulators have 








two speeds. Three blade construction 


increases air circulation. Both sizes 
available with ceiling, wall-bracket, 
counter, or floor mountings. Motor is 


of resistance split-phase induction type, 
totally enclosed. Modernistic design, fin- 
ished with black enamel guard and 
highly polished fan blades. Wagner 
Electric Corp., 6400 Plymouth Ave., St. 
Louis, Mo.—Electrical Wholesaling, 
April, 1937. 


Prefocused Flashlight Bulb 


Providing users with brighter spots 
of light, this prefocused flashlight lamp 





increases the seeing range for general 
flashlight use. Lamp prevents distorted 
beams. Available in two ‘sizes, 2.4 volt, 





.5 amp. for use with two D-size dry 
cells, and 3.6 volt, .5 amp. for use with 
three D-size cells. Lamp employs flange 
base and has tip on the bulb to accom- 
modate end of filament support. General 
Electric Co., Nela Park, Cleveland, Ohio. 
—Electrical Wholesaling, April, 1937. 


Drum Controllers 


These fractional h.p. drum controllers 
are for use with reversible a.c. squirrel 

















l . a 





cage motors and reversing or non-revers- 
ing multi-speed squirrel cage motors, 
driving machine tools and similar ma- 
chines where speed regulation is de- 
sired. Removable case encloses entire 
mechanism. Segments secured to insu- 
lated cylinder without screws. Renew- 
able contact fingers mounted in indi- 
vidual bakelite mouldings, accessible for 
wiring. Controller has positive action, 
self-indexing drum. Cutler-Hammer 
Inc., 12th & St. Paul Ave., Milwaukee, 
Wis.—Electrical Wholesaling, April, 
1937. 


Pedestal Fan 


This new 10-in. oscillating pedestal fan 
is portable. Can be placed anywhere and 
adjusted to any height from 34 ft. to 5 
ft. 8 in. Blades designed to assure quiet 
operation. Motor of squirrel-cage induc- 
tion type, will not interfere with radio. 
Guard finished in silver gray. Die-cast 
base finished in ebony black and gray. 
Blades are black. Furnished complete 
with 8 ft. cord and soft rubber plug. 








Weight 40 pounds. Wagner Electric 
Corp., 6400 Plymouth Ave., St. Louis, 
——— Wholesaling, April, 
1937. 


ELECTRICAL WHOLESALING — April 1937 








Invisible Antenna 


Consisting of 65 ft. of special radio 
wire hidden in a felt oblong pad, 30 by 
10 in., this compact antenna is easily 
concealed. Can also be obtained hidden 





in felt pennant of any school or insti- 
tution. No ground wires are necessary. 
Felt pad may be hidden under rug, radio 
or furniture, or used as mat on radio. 
Used for standard reception with either 
portable or console model radios. Modern 
Inventions Co., 890 Bush St., San Fran- 
cisco, Cal.—Electrical Wholesaling, 
April, 1937. 


Concrete Drill 


Improved concrete drill cuts around 
circumference of the hole. Cannot wedge 
or bind. Chips are expelled auto- 
matically. Works about 50 per cent faster 
than ordinary drills. Available in as- 
sorted sizes, priced from 35 cents to 


$1.00. Kraeuter & Co., Newark, N. J. 
—Electrical Wholesaling, April, 1937. 


Three-Blade Fan 


Including both 24 and 30 in. sizes, 
these fans come for use with either 
a.c. with two speeds, or d.c., with one 
speed. All are improved three-blade type 
with highly-polished formed aluminum 
blades. Can be used with either of the 
four styles of mounting—ceiling, wall 














bracket, counter or floor column. Line 
also includes a 24 in. four-blade, single 
speed model for a.c. Emerson Electrical 
Mfg. Co., St. Louis, Mo.—Electrical 
Wholesaling, April, 1937. 





Roaster-Cooker 


Featuring automatic thermostatic heat 
control with signal light, this “Everhot” 
roaster-cooker has a broiler attachment, 
also available as a separate unit. Roaster 
has steel body, ivory enameled with black 
trim. One-lift utensil in either aluminum 
or porcelain enamel. Cover is of rust- 
proof chromium plated brass, with re- 
movable hinge and adjustable steam ven- 
tilator. Operates on 1320 watts, 115 
volts ac. Broiler attachment has ad- 
justable broiling rack and drip pan. 
Line also includes oval roaster with 
broiler rack, operating on 1000 watts. 
Broiler attachment available as separate 
unit; equipped with 5-position rack and 
drip pan. Rack can be used as full sized 
baking unit. Swartzbaugh Mfg. Co., 
Toledo, Ohio—Electrical Wholesaling, 
April, 1937. 


Room Cooler 
Standing 544 in. high and weighing 


80 pounds, this room cooler can be 
moved from one location to another by 





simply plugging into standard outlet. 
Signal a.c. motor operated on 115 volts, 
47 watts. Fan is four-bladed, measuring 
12 in. in diameter. Air delivery at high 
speed is 275 cu.ft.; at low speed, 235 
cu.ft. Water flow can be regulated 
from 0 to 140 gallons per hour. Finish 
is of brown crackle laquer with pol- 
ished chromium trim. List price $69.75. 
Hexcel Radiator Co., 18th & Flett Aves., 
Racine, Wis.—Electrical Wholesaling, 
April, 1937. 
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Signal Horn 


Made of non-corrosive water-tight 
material, for use in any location, this 
horn has a projector which may be ro- 
tated through any angle of 180 degrees. 





Aluminum housing is tapped on both 
sides for 4 in. conduit so that one or 
both wire entrances may be used. Insu- 
lating parts are of bakelite. No vibrat- 
ing contacts are used. Known as “Type 
30” for ac. or “Type 40” for dic. 
Voltages 6 to 250. Aluminum finish. 
Lists at $10.00 and $12.50. Federal Elec- 
tric Co., 8726 S. State St., Chicago, Ill. 
—Electrical Wholesaling, April, 1937. 


Indicator Fuse 


These renewable fuses have a neon 
light indicator, permanently attached. 





Light is encased within rigid handle 
which serves as a fuse puller. Obtain- 
able in ferrule type, 250 and 600 volts, 
3 to 60 amperes, and knife blade type, 
250 volts, 70 to 600 amperes. Approved 
by Underwriters’ Laboratories. Indi- 
cator Corp., 32-36 Green St., Newark, 
N. J.—Electrical Wholesaling, April, 
1937. 


Desk Fan 


With single-speed toggle switch in 
base, this 8 in. desk fan operates on 
a.c., and moves approximately 350 cu. 
ft. of air per minute. Four-blade non- 





oscillating fan, wool packed bearings. 
Equipped with Underwriters’ approved 
cord and plug. List price, $3.50. 
Hunter Fan & Ventilating Co., Inc., 
92 Warren St., New York City.— 
Electrical Wholesaling, April, 1937. 


65 


ee 











WIREMOLD “Full comrorr 


Wiring for "full comfort" is the keynote of 
the all-industry campaign. Here is a mar- 
velous opportunity to help your customers 
get the most out of this great drive for more 
adequate wiring. 


A great all-industry drive is now about to be launched to sell the idea 
of wiring new houses for "full comfort" electric service — for 
complete, well-planned wiring systems, instead of patch-work, inade- 
quate extensions. It is recognized that "plenty of copper’’ increases 
the efficiency of service and cuts the cost to the consumer. Wire- 
mold provides "full comfort" service for old or modernized houses— 
makes it easy and feasible to install new copper and plenty of it, 








E1—FEEDER AND RISER LAYOUT 


E2—BRANCH CIRCUIT LAYOUT 


— LARGE FLOOR AREA 


WI/IREMOL D 700 bv 


THE WIREMOL | 





E6—LUMILINE VALANCE LAYOUT 





ES1 —MAZDA. LAMP COVE LAYOUT 


ES2—LUMILINE LOBBY LAYOUT 








ES 


4 





--RE-WIRING SYSTEMS! 


wherever it is needed—without channelling walls, ceilings or floors— 
without marring plaster or woodwork — thus saving thousands of 
* dollars in remodeling costs and expensive alterations for home owners. 
Just as it has long been doing in the commercial field, Wire- 
mold is now creating new business for jobbers and con- 
tractors in this rich field of complete, "full comfort" house 


‘REWIRING! 


4 





LET US HELP YOU SELL 
COMPLETE REWIRING JOBS. 


Check this list and mail to the WIREMOLD COMPANY, Hartford, Conn. 


Check the layout in which you are 
interested. If you don’t see what you 
want, ask for it. This list indicates just 
a few of the many suggestive layouts 
which our engineers have prepared. No 
charge or obligation! Let us help you. 


NOTE—These are merely suggestive sketches—to 
be utilized by contractors, engineers and archi- 
tects—in preparing their own working drawings. 


VIWN = COONA Ge WN 
OooooooOooooo 





E3—BRANCH CIRCUIT LAYOUT 


— SMALL FLOOR AREA 


J 


(THE KVREMOLD COMPANY | 


HARTFORD. CONN. 


E4—WALL & FLOOR OUTLET LAYOUT 
oo | 
dT himen ast Sonne 8 vig nm eecz, smeery MIS THE WIREMOLD COMPANY 


HARTFORD CONN 


™~ 





LUMILINE LIVING-ROOM LAYOUT 


VANE W/REM OLD COMPANY 
t NAAT FORO CONN 


E8— CEILING OUTLET LAYOUT 





ES3—STORE & WINDOW LAYOUT 


























Index of Business Activity 
in the 


Electrical Wholesaling Trade 
(January, 1935 —100) 
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North Atlantic +17 | +56 - 1 +59 +7 +37 | -4 +53 
Middle Western +39 | +91 +14 | +136 +9 +65 | -6 +84 
Southern +23 | +62 | +18] +76 | +20 | +43] -2 | +36 
Western +43 | +33 _ — +2 +18 | -18 | +38 
Pacific Coast -11 | +19 -19 | +30 -2 +23 | +8 +50 
NATIONAL AVERAGE +49 | +57 +6 +81 +9 +44 | -3 +56 
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Elihu Thomson 


Professor Elihu Thomson, dean of 
American scientists and one of the 
founders of the General Electric Co., 
died at his home in Swampscott, Mass., 
March 13. He was 83 years old. 

Professor Thomson, together 





with | 
Thomas A. Edison, James J. Wood and | 








Elihu Thomson 


Charles F. Brush were the great quartet 
which created the modern electrical in- 
dustry. 
America’s greatest pioneers in the field 
of electrical science. He worked on the 
early arc-light, and experimented with 
the principle of alternating-current 
transmission far in advance of commer- 
cial demands. He originated the resis- 
tance method of electric welding; de- 
veloped the repulsion type of induction 
electric motor; invented the magnetic 
blow-out principle in lightning arresters 
and electric switches, the oil-cooled type 
of transformer and the modern process 
of commercially treating fused quartz. 

Professor Thomson’s name _ was 
given to the Thomson-Huston Electric 
Co., organized in 1883, and merged in 


Elihu Thomson was one of | 





1892 with the Edison General Electric | 
Co. to form the General Electric Co. of | 


today. At the time of his death, he was 


dean of GE’s staff of scientists. For | 


more than 15 years he had been director 
of the Thomson Research Laboratory 
located at the company’s plant in Lynn. 
To Professor Thomson, in his long 
career, had come most of the honors 
possible to one in his field; he was the 
only man who ever received all three 
of England’s highest scientific honors— 
the Hughes, Lord Kelvin and Faraday 
medals. He also had the medal of the 
Verein Deutscher Ingenicure, the John 
Fritz medal, medals of Franklin Insti- 
tute, American Academy of Arts and 
Sciences and the American Institute of 
Electrical Engineers. 


SHAWMUT 
SHUR-LAG 





200 ST Mee 250 
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RENEWABLE 









FUSES 











SPREE RER IRR ABE 


With Shur-Lag Re- 
newable Fuses, 
greater time lag 
under unusual over- 
loads gives ample 
protection — with- 
out the unnecessary annoyance 
and expense of frequent ‘blows’. 
When protection is really needed, 
Shur-Lags do the job. 


Write for literature giving com- 
plete specifications and prices. 
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Remind Your Customers 


WIRING SATISFACTION 
with 





Type “‘C” Type ‘LB’ 


Type ‘‘C’’—Threaded yp 
- Form 35 Unilet Form 35 Unilet 


Rect. Unilet 












¢ To insure satisfaction, use Apple- 
ton Unilets and Conduit Fittings. 





Type “FSC”? Unilet 





ment. Made of malleable iron, they 
Type “H’? Unilet are light in weight, yet strong and 
sturdy. Large wiring spaces and 
smooth finish make easy installations. 
Appleton Fittings of all types are 
designed to save time and labor. 


e Write for illustrated catalogs and 
bulletins on the complete line of 
Appleton Unilets and Conduit 
Fittings. 





Type “GRUST’”’ 
Peplosion-Proof Unilet 


Appleton Electric Company 
1734 Wellington Avenue, Chicago, U.S.A. 


PRM NS is ck ea ee heme 76 Ninth Avenue 
SAM FRANGISCO..... ons uk 655 Minna Street 
LOS ANGELES.................340 Azusa Street 
|S | a ne ie. 7310 Woodward Avenue 
a Tc | | | en 420 Frisco Building 
PTE oo ose eis 540 Marietta St. N. W. 





No. 44 Switch Box 


APPLETON UNILETS 


AND 


— C0 i D U IT FITTI NGS 











Connector for 
Armored Conductors 


Cy - eG 


ou for Electrical Locknuts and Bushings Fizcture Stems 
Metallic Tubing 














Appleton Threaded and No-Thread ~ 
Unilets meet every wiring require-° 





| Watches Awarded To 
“Quota Busters” 


Although they have shattered past 
sales records, 125 topnotch Westing- 
house refrigerator salesmen have 
pledged their word they will sell more 
refrigerators in 1937 than they did in 
1936. Representing every state in the 


ede we ie 0 


country, these men _ were recently 
mene APPLETON PRODUCTS— brought to the Mansfield headquarters 


in recognition of their outstanding 
achievement during 1936, and enter- 
tained by the company. 

At a testimonial banquet, nine officers 
of the “Quota Busters Club” were pre- 
sented with watches by Vice-President 
Allen. Each year nine salesmen hold- 
ing the highest rating in their territory 
are elected to offices in this club, which 
is the official national honorary organii- 
zation of Westinghouse. This year, 
‘i|'award winners were: Henry Car- 
fagna, Carfagna Appliance Co., Turtle 
Creek, Pa.; James L. Rich, Houston 
(Texas) Light & Power Co.; R. C. 
Pollock, R. C. Pollock Co., Van Wert, 
Ohio; Les McCurrey, H. E. Saviers:& 
Son Co., Reno, Nev.; R. C. Droutz, 
Bushyager & Droutz, Jeannette, Pa.; 
D. M. Rogers, Good Housekeeping 
Shop, Vancouver, Wash.; John H. 
Campbell, United Illuminating Co., 
New Haven, Conn.; Glenn H. Leresche, 
Hill & Leresch, Pittsburgh, Pa.; K. 
Dan Thompson, Gulf Public Service 
Co., Overton, Tex. 


RCA Plans Service Lectures 
With Its Distributors 


A new series of service lecture meet- 
ings, conducted under joint sponsor- 
ship with its wholesale distributors in 
over 100 cities, is being held by the 
Service Division of the RCA Mfg. Co. 

The lectures entitled “Training the 
Eye and the Ear for Radio Servicing,” 
include analyses of audio circuits of 
current radio sets, discussion of funda- 
mentals of sound as applied to radio 
reception, methods of correcting audio 
amplifier response and demonstrations 
with the cathode ray oscillograph. A 
specially designed board shows a large 
schematic diagram of various radio cir- 
cuits in relief so that it will be visible 
to large audiences. 

As in the past, the meetings are con- 
ducted under the auspices of RCA 
radio and parts wholesalers, who have 
already announced dates and meeting 
places for their respective territories. 


Graybar Service Awards 


Since the first of the year, 19 em- 
ployees of the Graybar Electric Co. 
have qualified for service awards. Head- 
ing the list with 35 years of service 
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HAS NEW JOB. Exgene Belfry re- 
cently joined the force of Hawkins 
Electric Co., Chicago, working at the 
city desk. Gene’s no newcomer to the 
wholesaling game as he was with an- 
other Chicago house before settling on 
West Washington Blvd. 





is Harry J. McKnight, service man- 
ager at Richmond. Louis Olds, man- 
ager of the 42nd St. branch, New York 
City, reached the 30-year mark, along 
with George Pfeifer, salesman at Chi- 
cago, George Bertke, salesman at Cin- 
cinnati, and Edgar Woods in the 
shipping department in Pittsburgh. 


Kaplan Adds To Staff 


J. L. Kaplan Electrical Sales Co., 
Chicago, has added two men to the 
staf¥?- Sanders Furlett will sell for this 
firm of manufacturers’ representatives. 
T. Kaufman will be in charge of quota- 
tions. 


lines of the lighting fixture and glass | 


manufacturers whom they 
will be issued soon. 


represent, 





PERSONALS 





E. L. DurGan has joined the sale$ 
organization of thé Oakes Electrical 
Supply Co. He is a well-known figure 
in the Connecticut Valley to the elec- 
trical trade having covered this terri- 
tory for a number of years. 








A new catalogue featuring the | 


Rosert W. ELpRIDGE has been trans- 


ferred from the service department of 
the General Electric Supply Corp., Bos- 
ton, to counter sales work in the Provi- 
dence branch. FRANK WINSLOW has 
been employed in the latter office to han- 
dle Cardex work. 


GeEorGE W. MaArguts has left the serv- 
ice of the A. & P. grocery organization 
to become city and counter salesman 
for the Jason Electrical Supply Co., 
Lynn, Mass. JosepH G. GALE, formerly 
engaged in the coal industry, has like- 
wise cast his lot in things electrical and 
will parallel Mr. Marquis’ activities 
under the banner of the Jason company. 


Stsseeesseesesessseseseus;, 





Double lighting effectiveness 
with the same operating cost 
is a bargain that warms the 
heart of any merchant. 


That's why Sterlitig FRONT- 


LINE LIGHTING is such an out- 
standing success — why so 
many alert merchandisers are 
replacing old style reflectors 


with Sterlisg Lite-Flo Re- 


flectors. 


No wonder contractors find that 
Sterliny Lite-Flo Reflectors 


[MAIL THIS COUPON 


REFLECTOR & ILLUMINATING CO. 
1437 W. Hubbard St., Chicago. 


help them get more business. 
Every Lite-Flo installation 
builds good will and paves the 
way to new contracts. 


Get the complete story in this 
business building book. Just 
mail the coupon. 


Send copy of brochure that tells about the marvelous improvement in display lighting 


afforded by Sterlita Lite-Flo Reflectors. 


BR ance Ch xg CARR ESE db ra RE aa kS 
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“ASK ANY MECHANIC’ 


hell tell you 


ELECTRICIANS 
WHO KNOW 
THEIR STUFF 
KNOW 
KRAEUTER 
TOOLS ARE 
“TOPS” 









Experts agree that 
Kraeuter Tools are 
the highest quality 
line in the world. And that’s not surpris- 
ing, considering the important contribu- 
tions made during the past 70 years by 
this company in the hardening and tem- 
pering of steel and the introduction of rad- 
ically new and improved designs and fin- 
ishes. For full information write Kraeuter 
& Co., Dept. “A”’, 





No. 4601—ELECTRICIANS’ 
DIAGONAL CUTTING PLI- 
ERS made especially for close 
cutting. Forged from special 
plier steel and precisely fitted 
for exact work. Sizes 41/2” to 
7 L pd 










No. 1661—NEEDLE NOSE 
SIDE CUTTING PLIERS. 
A fine slender nosed, tapered 
point plier, a standard tool 
for most types of electrical 
work. 6” only. 





No. 1831—ELECTRICIANS’ 
HEAVY DUTY PLIERS. Just 
the thing for general wiring 
work. Strongly constructed 
with sturdy wire cutters. 4” 
to 8” sizes. 


No. 1781—EXTRA LONG 
NOSED PLIERS. Indispens- 
able for use in “tight spots” 
where the work is hard to 
reach. Has side cutter. 7”only. 


KRAEUTER & CO. 


(Pronounced KROY-TER) 


NEWARK, N. J. 


Manufacturers of Highest Quality Pliers and 
Tools Since 1860 
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AMONG THE TRADE 





HE three per cent utility sales 

tax of Illinois has been declared 
unconstitutional by the state high court 
because the law exempted collection 
on sales of electricity, gas and water 
for industrial use. Politicians declare 
the revenue is necessary so another law 
will probably replace the dead one. . . . 
R. E. BARNES is now with the Util- 
ity Division of the Kelvinator Corp.— 
formerly managed the National Kit- 
chen Modernizing Bureau. Se 
PROMOTE water heating by electric- 
ity, 11 manufacturers of NEMA and 
the Edison Electric Institute have in- 
augurated an intensive promotion cam- 
paign. Maxon, Inc., agency, handles 
the advertising. .. . LAST YEAR the 
Milwaukee Electric Refrigeration Bu- 
reau, a united setup for the promo- 
tion of refrigerators, performed a 
mighty able job in business building. 
Due to the withdrawal of a manufac- 
turer-distributor outfit the plan has 
been dropped for the present. ... ONE 
UTILITY, serving an area of 15,000 
sq. miles, and located very, very close 
to two electrical manufacturing centers, 
buys one-third of its materials and two- 
thirds of its major appliances from 
electrical wholesaler. THE 
CLEVELAND Electric Illuminating 
Co. (a non-merchandising utility) re- 
cently introduced an effectively handled 
34-page booklet picturing local com- 
mercial and industrial lighting jobs. 
Reaching plants and offices not yet re- 
lighted, the piece aroused interest and 
has meant lighting business for whole- 
salers, manufacturers, contractors and 
dealers of that area... . THE ELEC- 
TRIC RANGE is, at last, a reality in 
the Chicago area. In February the 
Commonwealth Edison Co. outlined its 
electric range campaign. Earlier, rates 
were reduced to make electric cookery 
economically sound. ... WHILE on the 
subject of utilities—it is tough enough 
for dealers and wholesalers when the 
utility replenishes without charge lamps 
of certain wattages, but the utility of 
one of our large cities isn’t content 
with this benevolent act (of course the 
boss rests uneasily if a few burned-out 
60 watt lamps in the city aren’t con- 
suming energy) this particular sinner 
goes a few steps further and provides 
cords with plugs free, fixes up washers 
and so forth at a price that would 
starve an ordinary electrical repairman. 
It would be a crime to allow the elec- 
trical dealer a few cents profit on those 
items, and just think of the strain on 
the householder who had to pay a few 
nickels for a cord set. It’s a wonder 
the gasoline and oil magnates don’t have 
free automobile service stations. After 
all, if cars aren’t functioning the 
owners can’t buy gasoline. 





SIMPLE, ISN’T IT? 





ILSCO 






SOLDERLESS CONNECTOR 


NOTICE: The triangular wedge formed by 
the tang and V-bottom collar 

which forces the wire into a solid 

mesh— 

NO set-screw contact . . . 

NO flattening or separating of 
wires... 

NO limitation to one size wire . . 

NO shearing effect whatsoever . . 

NO special tools required to 
make connection . . . 


NO need for you to search any longer for the PERFECT 
Solderless Connector—WE HAVE IT! 








Ilsco solder lugs show the size of the largest 
wire they will take. 





FREE—A large display board, 
containing mounted samples of 
ILSCO lugs. Sent upon request. 











ILSCO COPPER TUBE & PRODUCTS, INC. 
5629 Madison Road, Cincinnati, Ohio 














‘Q..dael 


50 Amp. 


SYNCHRONOUS 
TIME SWITCH 





A thoroughly reliable, high quality time 
switch that will give many years of de- 
pendable service. 

The result of over 26 years of exclusive 
time switch manufacture, this product 
offers the latest in design and con- 
struction. 

Approved by the Underwriters’ Labora- 
tories and fully guaranteed by the manu- 
facturer. 


Write for complete literature 


RELIANCE AUTOMATIC 
LIGHTING CO. 


1911 Mead St. Racine, Wis. 
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SAMUEL INSULL, former utility 
“big shot” of the middle west and 
later famed for his fast-stepping globe 
trotting activities, recently addressed 
the Ohio Society of Chicago on “The 
Life and Works of Edison.” Mr. Insull 
worked for Thomas Edison before mov- 
ing to Chicago... . AS YOU ALL 
KNOW by now, the March issue of 
this publication aroused a_ pleasant 
furore, and accomplished its aim in 


OLIVER ALL PORCELAIN 
telling that “It Pays To Buy From The 
Electrical Wholesaler.” . . . LAMP HOUSE BRACKETS... 
THIEVES have reached an all-time 
low this season. The missing lamp A TYPE AND SIZE FOR 
problem is so serious to the leaders of EVERY REQUIREMENT 
Christ Church, Roanoke, Va., that they 
have ordered all lamps to be etched, 
“Stolen From Christ Church.” 






Oliver House Brackets are made of 





THE ILLINOIS Radio & Electrical}  * Mabe wrede.dry perecisin wit 
Dealers Association continues its battle screws, toggle bolts or carriage bolts 
against “wholesale” buying through the securely cemented into insulator. 
reports of its hired “shoppers.” .. . Well rounded surfaces prevent chip- 
TWO CREWS of cable-splicers of ping and assure quick drainage of 
Commonwealth Edison, Chicago, no water in any position. 


longer are obliged to work under wall 


tents, for this utility is now trailer-con- OLIVER IRON AND STEEL CORPORATION 


scious and has bought two specially 
equipped ones for use in einen 66. PITTSBURGH, PENNSYLVANIA 
000 volt, oil-filled cables. This enables 
the crew to work day and night in all 
kinds of jweather. . . . SOME 
ASPECTS of adequate wiring have 
to be dramatized. The home owner can 
quickly visualize the value of an ade- 
quate number of outlets in each room, 
but he can’t visualize the need for ade- 
quate wiring behind the walls. Nor 
does he know that overloading cir- 
cuits cost him money through ineffi- 
ciency. Walter Collins, head of the 
Electrical Contractors Association of 
Chicago has done a real job in drama- 
tizing such prosaic things as wire, 
cable, and so forth. 


























Make 
EXTRA 
p RO F i TS No. 330 “Latrobe” 


Tom Thumb Utility 


No. 300 “Latrobe” tr om Outlet 
Midget Floor Receptacle ne ee tay een 


and Box thousands of mantels, baseboards, etc. 


Designed to provide an ex- A neat general purpose 


tremely small flush convenience h ° ‘ “iG 
cuted with new NOMES | outlet. easy to install. Indis 


installation 
Se pensable for small homes. 


























=. cet | a 
A Complete WRITE 
RESIDENTIAL, f r 
COMMERCIAL, O 
INDUSTRIAL CATALOG 





Line : ate oF) BOXE2 


THE WINDY CITY, alias Chicago, 


claims Otto Frankenbush and R. R. Hiil 
as citizens. Frankenbush is vice-presi- AND WIRING SPECIALTIES 
































dent of Hawkins Electric Co., and Hill 


is secretary. Incidentally Otto wants LATROBE 
everyone to attend the big electrical > U L L M A N M G Cc O N 
gathering at Excelsior Springs, Mo., late ° . Fee ° 


this month. 
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PAINE 
PRODUCTS 











SONDUIT CLAMP 





The Paine organization makes a wide 
line of products for the contracting, 
electrical and plumbing fields. 


Each Paine Product is designed to 
most completely meet the purpose 
for which it is used. This means 
greater demand, increased sales, and 
better earnings. 

Paine Products are preferred by the 
men who apply them. These products 
give you the right answer to their 
needs everytime. 

Paine offers dependable and quick 
service. Your requirements are care- 
fully and immediately taken care of 
to fully provide for your customer's 


KEEP INCREASING eV 


STEEL EXPANSION 
ANCHORS 
[o000000000000000 


PERFORATED 
HANGER ie 








aS Heng 


V te 


OUTLET BOX AND 
FIXTURE HANGER 


needs. 





and profitable to sell. 


2949-51 CARROLL AVE. 


You will find Paine Products easy 


Be sure you have our 
catalog and keep it 
handy for quick re‘er- 
ence. 


THE PAINE COMPANY 


CHICAGO, ILL. 














DUTIN FRONT FOR1937| 








Bigger values than ever—two 
quiet type fan lines improved 
mechanically and_ electrically. 
The “Cool Spot’’ line offers a 
new measure of quality at lower 
prices. You won’t experiment, 
if you sell Signal Fans. They 
are known, tried, proven, and 
accepted—and backed by a well 
rated manufacturer. Complete 
information, prices, and dis- 
counts upon request. 


SIGNAL ELECTRIC MFG. CO. 
MENOMINEE, MICHIGAN 
Offices in all principal cifies 














ANNUAL SPRING 
CONVENTION 


NATIONAL 
ELECTRICAL 
WHOLESALERS 
ASSOCIATION 


MAY 24-27 
HOT SPRINGS, VA. 


CONVENTION ISSUE 
ELECTRICAL | 
WHOLESALING 


MAY—1937 


SPECIAL ADVERTISING RATES 
FOR THE EXHIBIT SECTION 











SIGNAL —! 
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T RADE BULLETINS 








Bearings—Bulletin 370, 32 pp., illus- 
trated. Descriptions and price list of 
general purpose and electric motor 
bronze bearings, also cored and solid 
bronze bars.—Johnson Bronze Co., New 
Castle, Pa. 


Cable—Bulletin, 4 pp. Data on rubber 
jacketed, lead-sheathed and varnished 
cambric cord and cable; weatherproof 
wire and cable; non-metallic sheathed 
cable, and building wire and cable— 
Crescent Insulated Wire & Cable Co., 
Trenton, N. J. 


Circuit Breakers— Bulletins GEA- 
1819B, GEA2505, and GEA2539.  I[llus- 
trated. Covering small indoor oil circuit 
breakers, circuit breakers for office 
buildings and industrials and Type 
AL-2 circuit breakers for office build- 


ings, industrials and power ‘Stations. 
—General Electric Co., Bridgeport, 
Conn. 


Connectors—Price Sheet S-37. Prices 
on connectors, washers and conductors, 
effective Feb. 24, 1937.—Burndy Engi- 
neering Co., 459 East 133rd St., New 
York City. 

Expansion Bolts Catalog W-1 
Architectural and engineering data on 
expansion bolts and devices for holding 
to masonry. The Rawlplug Co., Inc., 
New York City. 

Fittings—Bulletin No. 21537, 8 pp., 
illustrated. Net prices on complete line 
of watertight floor exits, ovaltubes and 
fittings, with descriptions and specifica- 
tions.—Lew-Fittings Co., 628-30 W. 
Jackson Blvd., Chicago, Ill. 


Load Center—Catalog No. 29-300. De- 
scribes new circuit protection suitable 
for homes, small stores and offices re- 
quiring not more than 16 circuits. Gives 
applications, safety features, styles and 
finishes.—Westinghouse Elec. & Mfg. 
Co., East Pittsburgh, Pa. 


Motor Bearings—Bulletin EM-7, 40 
pp., illustrated. Includes price list. 
Describes 200 electric motor bearings, 
cored and solid bars, hexagon bars, lead- 
base and tin-base babbitt, and general 
purpose phosphor bronze _ bearings.— 
Johnson Bronze Co., New Castle, Pa. 

Motor Control—Booklet No. 67, 16 pp., 
illustrated. Descriptions and typical in- 
stallations of steel clad motor controls 
for use in industrial plants, mines, re- 


lfineries, etc.—The Electric Controller & 


Mfg. Co., Cleveland, Ohio. 
Motor-Starting Capacitors — Supple- 


mentary catalog on industrial capacitor 


replacements, alphabetically listing all 
types of capacitor-starting motors with 
part numbers. Cross indexed.—Aerovox 
Corp., 70 Washington St., Brooklyn, 
ee 

Residential Fixtures—Catalog No. 891, 
26 pp., illustrated. Designs and descrip- 
tions of new line of residential lighting 
fixtures, with price list. Illustrations of 
several units in color—The Miller Co., 
Meriden, Conn. 

Rural Equipment—GEA2446, 12 pp. 
Includes 8-page insert. Lists electrical 
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There’s Profit 
In Private 
Telephones 





Your customers that need quick 


interior communication —and 


practically all of them do—will 
find no finer private telephones 
than these handsome modern 
handsets, made by one of the old- 
est and largest manufacturers of 
public telephone exchange equip- 
ment. 


AUTOMATIC ELECTRIC 
INTERCOM. SYSTEMS 


are supplied in capacities of 2, 6, 10 
and 11 stations with wall or desk type 


telephones. Being easy to install, sim- 


ple to operate and good to look at, 
they will find a ready market in your 
Write 


territory. for catalog and 


discounts. 


AUTOMATIC ELECTRIC 
INTERCOM. systems are de- 
signed for private service. 
They cannot be connected 
with the public telephone 
system. 


American Automatic 


Electric Sales Company 


1033 West Van Buren Street . . Chicago 





equipment for use in the farm home and 
on the farm, including home appliances, 
ranges, washing machines, heaters, 
brooders, milking machines, power 
motors and flood lights——General Ele¢- 
tric Co., Bridgeport, Conn. 

Speed Reducers—Bulletin 22-6, 4 pp., 
illustrated. Complete information on 
five types of motored speed reducers.— 


| Janette Mfg. Co., 556-558 W. Monroe 
| St., Chicago, Ill. 








Switches and Panelboards—Catalog 
No. 37, 50 pp., illustrated. Indexed. 
Lists safety switches, panelboards, fuses 
and electrical specialties —Metropolitan 
Electrical Mfg. Co., 44-01 Eleventh St., 
Long Island City, N. Y. 


Time Recorders—Bulletin No. 1236, 
4 pp., illustrated. Describes different 
types of time recording instruments, 


| their operation and applications.—Ester- 


line-Angus Co., Indianapolis, Ind. 
Transformers—Bulletin 371-IT, 8 pp., 


illustrated. Description of oil burner 
ignition transformers, covering con- 
struction and design, including radio- 


interference barrier, with mounting sug- 
gestions and tabular data.—Jefferson 
Electric Co., Bellwood, IIl. 





CLASSIFIED ADS 


Rates: Fifty words or less, one inser- 
tion, $2.00, additional words two cents 
each. Payment in advance is required 
for advertising in this column. 





Representatives Wanted 


Established Manufacturer of ventilat- 
ing fan equipment, especially designed 
for industrial application, is expanding 
his sales organization and has openings 
for several representatives interested in 
this growing field. Give complete de- 
tails as to territory covered and lines 
carried. Box 41, ELectricAL WHQLESAL- 
ING, 330 W. 42nd St., New York City. 


Lines Wanted 
A Thoroughly-Schooled, Experienced 


sales representative whose _ contacts 
among electrical wholesalers are in- 
timate, is desirous of representing a 


manufacturer in the Chicago area. Can 
furnish best of references as to sales 
ability and personal habits. Would con- 
sider an agency arrangement, but pre- 
sentative. Box 42, ELectricAL WHOLE- 
inG, 330 W. 42nd St., New York City. 


Manufacturer’s Representatives de- 
sire additional account for Ohio and 
Kentucky. We offer reputable manu- 
facturer complete branch office and 
warehouse facilities at Cleveland, and 
in addition to man power, experience 
and ability, an acquaintanceship of over 
20 years with wholesalers, dealers, util- 
ities, manufacturers and architects. Box 
43, ELecTrRICAL WHOLESALING, 330 W. 
42nd St., New York City. 
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YAGER'S 
has stood 
the 

Test of 
Time 





Since 1873 Yager's soldering salts 
have been recognized as a qual- 
ity product, making new friends, 
keeping old ones. 


Priced Right 


1 pound cans. . . $0.50 ea. 

1 poundcans... .80ea. 

5 poundcans... 3.00 ea. 
Less by reshipper cartons. 








Ask for 
FREE SAMPLE 


Alex R. Benson Co. Inc. 
Hudson, N. Y. 











INDUSTRIAL 
SIRENS 

Designed for 
many purposes, 
for Industrial 
Plants, Foun- 
dries, Mills, 
Shops, Factor- 
ies, Cranes, 
_ ec es Fs Railroad 
Crossings. Used as 
‘START and STOP” Federal Type ‘‘D”’ 
work—Signal—Calling busy executives and 
foremen and relieving held up telephone 
lines. A warning for fire or theft. 
PROTECTS Lives, Property, Saves Time, Money 
Weatherproof housing. Heard at great 
distances. Grease sealed ball bearing 
motor, 1/3 h.p. Thousands of different 
uses. Voltages 6 to 250 A. C. or D. C. 
Red Duco or aluminum finish. 

Write for New Industrial Bulletin No, 57 


New FEDERAL No. 30 HORN 


With Directional Projector 
Used in various dept’s. 
In large plants, 
yards. Sound 
projected in 
different direc- 
tions for call- 
ing busy peo- 
ple. Voltage 6 
to... 850 . A... ©: 
ear only—Type 40 
No. 30 Horn for D. Cc. Rug- 
ged in construction—Built for a life- 
time. Used in shops and plants every- 
where. 


© New FEDERAL No. 30-A 


With Grille Front 
Same as No. 30 
except for grille 
front. Diaphragm 
is of special steel. 
Inquire about New 
Industrial Bulletin 
No. 57 Today. 
FEDERAL ELECTRIC 

COMPANY 


0 
8758 So. State St. 
Chicago, Illinois 
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ORIGINAL 
SOLDERING | 
PASTE 


Byrn: EY 
SO Sel i 
RING PB | 


A uniformly good paste, that has 37 
years of success behind it, is the right 


one to carry. Burnley’s has a fine repu- 


tation and costs no more. Stock it with 
confidence—it’s approved by Under- 
writers’ Laboratories. 


Burnley Battery & Mfg. Co., 
North East, Pa. 











SHERMAN 
GROUND CLAMPS 


SL Type 
(Illustrated ) 
The only clamp ap- 
proved for use either 
with or without sol- 

dering. 
Solder Type 
The original 















without soldering but 
approved for solder- 
ing only. 


Send for 
Trade 
Bulletin 
No. 11 


Sold Thru 
Jobbers 





All copper 
One Piece 


H. B. SHERMAN MFG. CO. 
BATTLE CREEK, MICH. 























NEW! 

1937 EDITION 
VERIFIED DIRECTORY 
OF 
ELECTRICAL WHOLESALERS 
Completely revised! 


Order from 


ELECTRICAL WHOLESALING 
330 W. 42nd St., New York, N. Y. 
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